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Ro Proofs 


Gen. Hugh Johnson refused to 
broadcast from Philadelphia the 
other evening, because only two sta- 
tions were prepared to carry his 
message to a waiting world. Pub- 
licity and patriotism often act very 
much alike. 
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Beer isn’t fattening, insist the 
brewers of Acme. But the trouble 
is that the classical beer-drinker of 
the ages has always insisted on ap- 
pearing as a jolly little fat man. 


=~ ¥- F 


“Women,” says Arthur Brisbane, 
who seems to know his subject very 
well, “have a faculty not only of be- 
ing interested, but of appearing in- 
terested.” 

And they know, too, that looking 
good is even more important than 
being good. 

. } 


A dentifrice manufacturer is of- 
fering dental service as a prize in 
his contest, thus proving that he 
really wants you to see your dentist 
twice a year. 

oF 


“See your agent once a year,” is 
the new insurance slogan which 
seems to indicate that insurance 
men are just twice as modest as 
dentists. 
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The Dionne quintuplets have been 
thriving on Carnation milk, the ad- 
vertising informs us. After hearing 
that, the contented cows became 
even more contented. 
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Nadine Henry scolds ADVERTISING 
Ace for saying that white chalk 
drawings of Flexee foundation 
models were photographs. The edi- 
tor evidently thought that in this 
case art couldn’t possibly improve 
on nature. 
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Crosley’s Follies play on the air, 
it should be emphasized, and not at 
Redland Field. 
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A Madison avenue shop advertises 
“Drinking Accessories.” Before or 
after the fact? 
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One trouble with drinking in New 
York is that so many of the boys 
are perfectly willing to concentrate 
on being accessories instead of prin- 
cipals. 
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National Dairy Products is plan- 
ning to show its ice cream in natural 
colors in this season’s advertising. 
The only problem is whether to pic- 
ture it as cold and hard or in a melt- 
ing mood. 
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Walter Winchell says that Wiley 
Post’s failure to complete that strat- 
osphere flight cost him a lot of ad- 
vertising dough. When Wiley came 
down to earth, the advertisers did 
too. 
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Bakers assembled at Atlantic City 
last week were urged to put a levy on 
each loaf of bread for promotion pur- 
poses. Raising the dough should be 
easy for them. 

 } ¥ 


Good whisky and beautiful women 
are all right, admits Louisville, but 
for knock-’em-dead publicity, there’s 
nothing quite like a Kentucky Derby. 


Copy Cus. 


‘BIGGEST EVER’ 
SAYS SEMINOLE 
OF NEW CONTEST 


Total of 12,300 Prizes Is 
Offered for Slogans 


Chicago, May 2.—With 100 Hup- 
mobiles, to be divided equally be- 
tween dealers and consumers, as 
grand prizes, “the world’s biggest 
slogan contest” will be inaugugated 
May 12 by Seminole Paper Corpora- 
tion, manufacturer of toilet tissue. 
The contest will run to July 10. 

The first Seminole contest polled 
2,590,386 entries, with 50 Hupmobiles 
as capital prizes. The second, in 
addition to 100 such cars, offers 
12,200 other valuable prizes. The 
aggregate value of all awards, ac- 
cording to Seminole, is $125,000, all 
to be divided equally between deal- 
ers and customers. 

Among the awards are 100 Silver 
King bicycles, 100 Toastmasters, 
2,000 Lektrocase cigarette cases with 
built-in Glolite lighters, and 10,000 
Admiracion shampoo treatments. 

Advertising will appear chiefly in 
The American Weekly and This 
Week, though some local newspaper 
advertising and radio is promised 
dealers in the “five-star super-con- 
test.” 

Besides the unusual value of the 
prizes, the contest is marked by sim- 
plicity. Slogans must be confined 
to 14 words, and no other considera- 
tion will weigh with the {viges, ac- 
cording to the company. ‘fhe port- 
folio for the new contest explains: 

“Three hundred dad seventeen 
freak entries—elabora*e oil paint- 
ings, embroidered sofa cushions— 
motor-driven and electrically illumi- 
nated displays—came in by mail, 
freight and express in the first con- 
test. One entry weighed 90 pounds. 
But each entry was judged on the 
merits of the 50 words submitted 
only.” 

Display material for stores, in- 
cluding posters and pennants, is be- 
ing offered free. Enthusiasm of the 
trade is being courted not only by 
the offer of duplicate prizes, but by 
the promise that the contest will 
create sales of many allied products. 

Paris & Peart, New York, are in 
charge of Seminole advertising. 


Kroger Stores 
May Add Films 
To Their Line 


Cincinnati, O., May 2.—Following 
a test in the company’s stores in 
Louisville, Kroger Grocery & Baking 
Company, operating some 4,400 units, 
will shortly go into the business of 
selling and finishing films, it is re- 
liably reported here. 

Reports of the grocery company’s 
entry into the film business has 
stirred much interest among drug 
and photo finishing interests, espe- 
cially as it is understood that the 
films to be handled will be those of 
a Belgian company and will be sold 
well below current prices. 

The finishing end of the business 
will be handled in mail order fash- 
ion, it is said, with exposed films 
being sent to a central finishing 
plant here. 


ADDED TO LINE 


This complexion brush is the newest addi- 
tion to the line of Pro-phy-lac-tic Brush 


Company, Florence, Mass. The brushes 
are egg-shaped, with the backs in bright 
colors and the bristles protected by a 
Cellophane guard. A feature of the dis- 
play stand is the inclusion on the back, 
in unusually large type, easily readable 
by the sales person, of the selling points 
of the product. 


SRD NEWS BUREAU 
FOR RADIO ONLY 
FORMED ON COAST 


San Francisco, Cal., May 2.—An- 
other organization dedicated to col- 
lection of news for radio stations 
without restrictions as to sponsorship 
entered the field this week with an- 
nouncement by Frank Wright of 
plans for American Broadcasters’ 
News Association. Mr. Wright is 
head of Frank Wright & Associates, 
an advertising agency, and formerly 
managed station KTAB, of this city. 

Mr. Wright’s proposed organiza- 
tion has two unique features. He 

(Continued on Page 30, Col. 2) 


Duarstine Challenges 
Consumers Research 
At Washington Meet 


U.S. Chamber of Commerce Hears Spirited 
Defense of Advertising 


Washington, D. C., May 1—In a 
spirited defense of the economic 
value of advertising in which he at- 
tacked by name some of its better 
known detractors, including Con- 
sumers Research, Inc., Roy S. Dur- 
stine, vice-president and general 
manager of Batten, Barton, Durstine 
& Osborn, Inc., New York, admon- 
ished the members of the United 
States Chamber of Commerce here 
today to “use advertising for what 
it is today—the spark-plug to start 
the engine” of recovery. 

Speaking to the domestic distribu- 
tion round table on “Advertising— 
Its Proper and Necessary Function,” 
Mr. Durstine hurled some mighty 
thunderbolts in the direction of the 
detractors of advertising. At the 
same time he slashed out against 
the horror type of advertising and 
the insincere testimonial. In addi- 
tion to Consumers Research, Prof. 
Rexford Tugwell and several others 
come in for a verbal lashing. 

“If a man writes an advertisement 
for a cancer cure and gets somebody 
to publish it, that doesn’t mean that 
advertising isn’t a sound economic 
tool,” Mr. Durstine insisted. “It sim- 
ply means that the man who writes 
it and the man who publishes it 
ought to be tarred and feathered.” 

Citing the advertising of “phony 
mining stocks” in the same connec- 
tion, he declared: 


Decries Insincere Testimonials 


“The most constructive thought in 
the advertising business today, in 
my opinion, is united in the belief 
that testimonial advertisements, fea- 
turing prominent people who either 
never used the products they en- 


Last Minute News Flashes 


Hanson Named Selby Advertising Manager 
Portsmouth, O., May 3.—A. R. Hanson, for many years advertising 
manager of the Florsheim Shoe Company, Chicago, has been placed in 


charge of advertising for Selby Shoe Company here. 


Henri, Hurst & 


McDonald, Inc., Chicago, handles the Selby account. 

Finley Tynes, advertising and sales promotion manager of the Vulcan 
Corporation, Portsmouth, since 1930, has been appointed to a similar post 
with Excelsior Shoes, Inc., newly organized Selby subsidiary. The com- 
pany, which manufactures growing girls’, women’s, boys’ and official Boy 
Scout welt oxfords, has placed its account with Mumm, Romer, Robbins 


& Pearson, Inc., Columbus, O. 


Coopers to Charles Daniel Frey 
Kenosha, Wis., May 3.—Coopers, Inc., maker of knitted undergarments 
and originator of Jockey shorts and shirts, has appointed Charles Daniel 
Frey Company, Chicago, to handle its national advertising. 


Portis Hat to Reincke-Ellis-Younggreen & Finn 
Chicago, May 3.—Portis Bros. Hat Company, Chicago, has placed its 


account with Reincke-Ellis-Younggreen & Finn. 


The company, which is 


introducing a new washable straw hat, will use magazines, newspapers 


and direct mail. 


“Comic Weekly” Returns to Large Size 


New York, May 


4—The Comic Weekly, 


distributed with the 17 


Hearst Sunday newspapers, will be changed June 23 from tabloid form 
to the large size in which it was published prior to Feb. 3 of this year. 


dorse or are supplied with them free, 
are just as plain untruths as any 
other kind of deliberate lie. 

“This same section of the adver- 
tising business believes that the hor- 
ror school of advertising, depicting 
especially women and children in 
situations ranging from acute em- 
barrassment to experiences of fear 
and disgust and mental torture, is 
utterly without justification. Only 
the financial necessities of the past 
few years have persuaded many pub- 
lishers and other owners of mediums 
to accept advertising of these types 
and also the kind that depicts or 
describes the most intimate func- 
tions of the human body.” 

Nevertheless, Mr. Durstine empha- 
sized, “if these examples were mul- 
tiplied many times it still would not 
mean that advertising is not a sound 
economic force. It would simply 
mean that certain advertisers and 
practitioners of advertising were 
either too lazy or too careless or too 
misguided to know how to use their 
part of this tremendous force with- 
out slightly soiling and discrediting 
the rest of it.” 


Confusing the Issue 


Calling attention to the fact that 
there are faults in all businesses and 
professions, he said: 

“The real trouble with these abor- 
tive phases of advertising is not that 
they are important or typical or even 
significant but that they confuse the 
issue and provide any self-seeking 
fanatic with a little plausible evi- 
dence which he can with a great 
show of public-spirited righteousness 
blow up into the semblance of a 
crusade. And crusades can be made 
to pay, you know, especially when 
you can get people to send you a 
little money at first and then a lit- 
tle more and finally can persuade 
them to buy a book.” 

Mr. Durstine adroitly outlined the 
“formula” for starting a “crusade.” 

“You start with a lot of obscure 
and probably not very successful 
proprietary articles,” he said. “You 
get an unnamed analyser to analyze 
them. You pick out all the long 
names you can find in his analysis 
and you point out that in sufficient 
quantity these ingredients may cause 
any number of horrible results. You 
don’t say they do, but you insinuate 
that they might. 

A Noteworthy Achievement 

“Then you sprinkle in a few quite 
safe but seemingly daring references 
to a handful of nationally advertised 
articles. 

“On top of this you add a number 
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of defiant and courageous attacks on 
certain disreputable cures for incur- 
able diseases—products which have 
never been anything but the outcasts 
of the advertising business. You get 
especially indignant about these— 
which is about as noteworthy as it 
would be to attack kidnapping or 
murder or rape. Brave boys! 


How the Money Rolls In 


“It is almost the same technique 
as that followed by the so-called 
Chamber of Horrors exhibit circu- 
lated at least semi-officially by the 
Department of Agriculture and now 
languishing in disrepair in a back 
office of that valuable arm of our ad- 
ministration. 

“You roll all your material to- 
gether in bulletins and books, put be- 
hind them quite obviously unfair ad- 
vertising and Boy! how the money 
rolls in! 

“It’s the most delightful of enter- 
prises — sanctimoniously preying 
upon academic gullibility and the 
natural and praiseworthy desire of 
women to conserve their family bud- 
gets and linking itself to the New 
Deal for the consumer.” 

Referring specifically to Consum- 
ers Research, Inc., Mr. Durstine said 
that “there are those who say that 
this fantastically disingenuous group 
is only hoping that it will be chal- 
lenged. ‘Still Unchallenged’ is the 


slogan used to advertise its books, 
though its authors know that re- 
peated and sincere efforts have been 
made to have them give a semblance 
of that unbiased investigation to 
those whom they have slurred.” He 
added: 

“Well, if a challenge is what they 
want, here it is. I shall be most 
happy to repeat this comment. They 
will find me whenever they want me 
at 383 Madison Ave., New York City. 
I am referring, of course, to the peo- 
ple most prominent in guiding the 
destinies of the movement which has 
gone far afield from its sincere start, 
the so-called Consumers Research, 
Inc., of Washington, N. J., and in 
promoting the books which this non- 
profit organization makes so success- 
ful.” 


It’s Taken Seriously 


The speaker observed that the 
whole matter might be laughable if 
“it were not that many sincere and 
intelligent women take them seri- 
ously.” Quoting James W. Young, 
who, he said, “used to be an adver- 
tising man before he began teaching 
at the University of Chicago,” and 
who pointed out that “over a period 
of time the stream of advertising 
purifies itself,” he held out hope and 
encouragement, noting that “repeat 
customers make it pay and the in- 
ferior product has tough going in 


trying to make a permanent success. 
The thing corrects itself.” 

Advertising as a force “is opposed 
to, poverty,” Mr. Durstine continued, 
citing numerous instances in which 
advertising has helped to raise the 
standard of living. 


Points the Way 


Referring to Prof. Tugwell’s book, 
“Our Economic Society and Its 
Problems,” in which Stuart Chase 
is quoted as saying that 600,000 peo- 
ple are engaged in advertising, he 
said: 

“Heaven knows where the esti- 
mate came from but if it is true and 
if advertising should release them, 
just where would they be supposed 
to go today? On the relief perhaps, 
or possibly they could get their liv- 
ing in some other way out of gov- 
ernment funds from the taxpayer’s 
earnings.” 

Ending his stirring talk, Mr. Dur- 
stine declared: 

“Whether it is building or aircraft 
or just pork and beans and cosmet- 
ics and textiles, one thing is cer- 
tain: 

“Heavy industry is not going to 
whip up 55,000,000 horse power un- 
til it feels the pull of consumer cun- 
fidence. And when more and more 
manufacturers advertising consumer 
products can lose their Washington- 
made jitters and swing into their 


No. 3 of eight reasons why the In- 
dianapolis Radius offers uncommonly ad- 
vantageous sales opoprtunities. 


1. 2,000,000 Consumers 

2. High Standard of 
Living 

3. Unexcelled Trans- 
portation 

4. Diversified Industry 
and Agriculture 

5. Indianapolis — the 
Economic Nerve- 
Center 

6. A Unified, Compact 
Market 

7. One Avenue of Ap- 
proach 


8. The News Does the 
Job—ALONE 


Unexcelled Transportation 


Few markets in America are as well supplied with transportation 
facilities as the Indianapolis Radius. 
center, is one of the large railroad centers of the nation. 
the home of one of the largest interurban terminals. The National 
Road and the Dixie Highway intersect at its heart. 
focal point of a state highway system that embraces more miles 
of surfaced highways in proportion to the size of the state than 


any state in the Union. 
north-south air traffic. 


These superb transportation facilities make retail outlets easily 
accessible to consumers, speed the distribution of merchandise, 
and permit advertising campaigns to function with a minimum of 
waste and a maximum of economy and profit. 


It is a transfer point for east-west and 


Indianapolis, its action- 
It is 


It is the 


The Indianapolis News 


bel THE INDIANAPOLIS RADIUS 


NEW YORE: Daz A. Carroll, 110 East 42nd Street 


CHICAGO: J. E. Lutz, 180 North Michigan Ave. 


stride as so many are doing today 
to their increasing profit, then shall 
we have found that the pump has 
been primed—not by the doubtful 
expedient of pouring oil on troubled 
waters, but by using advertising for 
what it is today—the spark-plug to 
start the engine.” 

To accuse manufacturers of pur- 
posely foisting unsatisfactory prod- 
ucts on buyers is tantamount to ac- 
cusing them of engaging in a “fan- 
tastic suicide pact,” Paul S. Willis, 
president of the Associated Grocery 
Manufacturers of America, another 
speaker at the distribution confer- 
ence, declared. 

Because the A, B, C method of 
labeling foods has met with oppo- 
sition, theorists have hinted that the 
industry does not want the buying 
public to know the quality of the 
foods in the cans, packages, and car- 
tons on the grocers’ shelves, Mr. Wil- 
lis declared. 

“Cold logic and common sense 
readily show the fallacy of propa- 
gandist insinuations that manufac- 
turers and distributors rely on de- 
ceptive advertising and labeling to 
unload bad merchandise on a gulli- 
ble public,” he said, pointing out 
that the dishonest advertiser de- 
stroys his market, because the cus- 
tomer will not buy a second time. 

Reviewing the entire labeling con- 
troversy, Mr. Willis declared that 
“it is well to bear in mind that the 
significance of the issues involved in 
the discussion waged over the can- 
ning industry extends far beyond the 
limits of that industry. Campaigns 
to develop standards for consumers’ 
goods cover a wide range of com- 
modities, and efforts are being made 
to develop quality grading in the 
case of many products and indus- 
tries.” 


Kansas City 
Club Returns 
To A.F.A. Fold 


New York, May 4.—The board of 
directors of the Advertising Federa- 
tion of America, meeting here 15 
strong April 26, approved the appli- 
cation of the Advertising Club of 
Kansas City for re-affiliation. 

The club, which was forced to drop 
membership several years ago be- 
cause of financial difficulties, will 
celebrat@its improved status with a 
banquet, the latter part of this 
month. 

In commerting on the progress 
made by thi® club, directors of the 
A. F. A. praised Karl R. Koerper, 
sales manager of the Griener-Fifield 
Litho Company, who is completing 
his second term as president. 

Through leadership given by Mr. 
Koerper and his associates, the club 
has gained 209 fully paid up mem- 
bers and has prominently estab- 
lished itself in the business commu- 
nity. 


Premium Buyers 
To Gather for 
Annual Meeting 


Chicago, May 2.—A profusion of 
premium merchandise will be as- 
sembled at the Fifth Annual Pre- 
mium Exposition here next week at 
the Palmer House, for inspection by 
members of the Premium Advertis- 
ing Association of America, Inc. 

The exposition will open Monday 
for the week. More than 125 rep- 
resentative firms will display prod- 
ucts for premium use. Convention 
sessions will open Tuesday after- 
noon, with W. L. Sweet, treasurer, 
Rumford Chemical Company, and 
association president, presiding. 

Paul S. Willis, president, Asso- 
ciated Grocery Manufacturers of 
America, will discuss premiums in 
merchandising. Other talks and 
round table conferences are on the 
program. A complimentary dinner 
to association members will be 
given Wednesday night. Premium 
buyers from many parts of the 
United States and Canada are ex- 
pected to attend the exposition and 
convention. 


NU FOME GETS STARTED 


y!/ 
: P .§ “SHAMPOOS THE DIRT” 
from Rugs, Walls, Purniture, Auto Upholstery 
' —easily, quickly, Inexpensively! 


@ HOUSECLEANING © ABSOLUTELY SAFE ¢ Concerrnartn te Thurs 


One of the full pages used in in- 
troducing Nu Fome to the Newark 
market. 


WONDER CLEANER 
“GOES OVER” IN 
NEWARK TRYOUT 


New York, May 2.—With a record 
of winning 80 per cent distribution 
in the Newark market within five 
days, Nu Fome Corporation, market- 
ing a new cleaning fluid, expects to 
expand its efforts toward national 
distribution in the fall. 

The Newark activity has been so 
successful that the same campaign 
methods will be used in opening 
other marketing centers. 

Nu Fome is a _ non-inflammable, 
non-explosive cleaner. An_ eight- 
ounce can, selling at 65 cents, makes 
a gallon of fluid. It is recommended 
for cleaning clothes, furniture, 
drapes, walls, woodwork, and auto- 
mobiles, among other uses. 

In Newark, two newspapers were 
used. On April 22 the first teaser 
copy appeared with two insertions 
of 55 lines in a single column in each 
paper. This advertising consisted 
of a series of bubbles. 

In similar space, the head of a 
figure appeared alone the second day, 
and on the third day, the two pre- 
vious pieces of copy were merged. 
An addition on the fourth day re 
vealed in 225-line copy a new char- 
acter in advertising, “Bubbles Nu 
Fome.” 

Bubbles is an acrobatic man of 
sudsy antecedents, composed of 
bubbles large and small. He will 
appear in many positions, some quite 
amusing. For instance, he will hang 
by his feet while cleaning picture 
molding. 

The next insertion was a full page 
announcing a “remarkable new dis- 
covery.” After this, the copy is 
dropping down to a normal of 85 
lines on two columns. Each adver- 
tisement will feature an illustration 
of Bubbles Nu Fome occupying most 
of the space. The remainder of the 
space will highlight a single use for 
the new product. The Newark cam- 
paign will cover 13 weeks, with two 
insertions a week. 

One of the principal features of 
Nu Fome is the fact that it is an all- 
purpose cleaner, not a spot remover. 
It “shampoos” the dirt and carries 
it away in the foam. It is said not 
to leave rings or fade fabrics, or re 
move paint. 

The new agency of Bachenheimer- 
Dundes, Inc., is in charge. 


Univex Camera 


Account to B-S-F 


Universal Camera Corporation, 
New York, maker of the low-priced 
Univex cameras and Univex film, has 
appointed Brooke, Smith & French, 
Inc., as advertising counsel. 

Initial advertising efforts will ap- 
pear in national magazines and 
newspapers and will be handled 
through the agency’s New York office, 
Accordng to the company, unit sales 
of Univex cameras in 1934 surpassed 
those of any camera in the world. 
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Baltimore SUN-Boston GLOBE - Buffalo TIMES- Detroit NEWS 
Cleveland PLAIN DEALER-Philadelphia INQUIRER-Chicago TRIBUNE 
Now York NEWS-Pittsburgh PRESS- Washington STAR-StLouic GLOBEDEMOCRAT 
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Your Advertisement 
gains in prestige ... 


... when it accompanies editorial matter 
that has a nationwide reputation amongst 
people of maturity and intelligence. These 
are the people whose tastes and circum- 
stances enable them to select the best. And 
it is to them—to 225,000 of America’s first 
family homes — that the Quality Group 
comes each month. 


One reader—one of thousands—says: 


a The magazines of larger circulation 
do not cover the same field as the 
Quality Group. Personally, I seldom 
read any of them. And I believe an 
ad in your magazine carries much 
more prestige than any in a ‘mass’ 


periodical. 99 


The Quality Group couples its advertising 
prestige and editorial acceptance with the 
fact that it moves directly to the people of 
means. To the market of maturity—“The 
Age of Plenty.” Strict budgets are not the 
rule among such people. And most of the 
nation’s luxury buying is done by this 
highly selective group—who can be most 
effectively reached through the pages of 
the Quality Group. 


os 
i 


THE QUALITY GROUP 
Harpers Magazine. Scnbners Magazine 
Current History Forum Magazine 
5Q7 FIFTH AVE - NEW YORK 


AMENDMENTS 10 
AAA LAW REACH 
FLOOR OF HOUSE 


Licensing Section Still Bone 
Of Contention 


Washington, D. C., May 1.—The 
much discussed and severely crit- 
icized amendments to the Agricul- 
tural Adjustment Act emerged from 
the House agricultural committee 
yesterday in amended form as H. R. 
7713 rather than the originally num- 
bered bill H. R. 5585, presented by 
the Department of Agriculture. 

While the revised and amended 
bill is believed to be less obnoxious 
in its criticized licensing features, 
these features are still sharply crit- 
icized by a minority report of the 
House agricultural committee, al- 
though other sections are approved 
generally by the whole committee. 

Prior to reporting the bill out, 
the committee was subjected to 
much pressure from sections of the 
agricultural states for its passage 
and from industrial groups, includ- 
ing advertising, for its abandonment. 
The advertising interests objected to 
the licensing power over industries 
dealing in or with food products. 

As reported, the bill restricts 
somewhat the powers of the Secre- 
tary of Agriculture, but it is believed 
that these restrictions, being some- 
what indefinite, still leave him enor- 
mous powers. 


Minority Can’t See It 


The minority report states that no 
member of the committee had a 
clear conception of the extent of the 
authority the bill would confer on 
the Secretary of Agriculture, adding 
that the “only conclusion can be that 
there is no limit to what he can do 
with the powers delegated to him.” 

The disputed Section 4 of the bill 
is changed somewhat in its new ap- 
pearance. Previously it authorized 
the Secretary to license processors, 
associations of producers and others 
handling agricultural commodities 
and products thereof. The newly 
written section covers the following: 

1. Due notice and opportunity for 
hearing must be given prior to is- 
suance of license. (The present 
AAA act under which between 7,000 
and 8,000 licenses have been granted 
does not contain this provision.) 

2. It is specified that the licens- 
ing powers appertain only to inter- 
state commerce and not to intrastate 
commerce. 

3. The provision of the present 
law authorizing licensing to eliminate 
unfair practices and charges is re- 
tained, subject to the provisions ap- 
plicable to all licenses. These 
licenses are called “clause (1) li- 
censes,” and may be issued without 
regard to such provisions as are only 
applicable to other licenses, such as 
the provision requiring a marketing 
agreement in the case of “clause (2) 
licenses” and the provision requir- 
ing farmer approval in the case of 
“clause (3) licenses.” 


New License Class 


4. A new provision is added to 
the present law making a new class 
of licenses, known as “clause (2) 
licenses.” These are designed to 
make effective a marketing plan 
which relates to any agricultural 
commodity or product and which is 
signed by the handlers of 50 per 
cent or more of the volume of busi- 
ness done by the respective classes 
of business or industrial activity 
specified in the license. 

5. A new provision is added for 
“clause (3) licenses” which are is- 
sued only to make effective a mar- 
keting plan. Such licenses do not 
apply to basic agricultural commodi- 
ties but can apply to milk and its 
products, tobacco, sugar beets and 
sugar cane. This clause is not ap- 
plicable to a retailer in his capacity 
as a retailer. 

6. Penalties for violation of li- 
censes provide for revocation, sus- 


pension, and fines of not less than 
$50 and not more than $500 a day 
for each violation. 

7. Provision is made for review 
of licenses and appeal is allowed to 
the federal courts from the Secre- 
tary of Agriculture’s orders. 

8. There is added a new sub- 
section which gives the Secretary of 
Agriculture the right to examine 
books and data for the purpose of 
passing upon marketing agreements. 
Penalties for refusal are provided, 
but assurance for the protection of 
confidential information is_ speci- 
fied. 

9. Termination of licensing is 
provided when the Secretary shall 
decide that the policy is not helpful 
to the general purposes of the act. 

10.° There is in Section 6 a pro- 
vision that in the making of a mar- 
keting agreement or the issuance of 
a license, the economic standard set 
shall cover the period from August, 
1919, to July, 1929. 

11. Cases involving violation of 
the licensing provisions may be re- 
ferred either to the Attorney Gen- 
eral or to the Federal Trade Com- 
mission. 


Much Opposition 


12. A section (11) is written into 
the bill which makes use of state 
and local committees and associa- 
tions of producers in the formulation 
of marketing agreements. It is stated 
that this provision is not intended to 
“discriminate against other handlers, 
processors or dealers, but it has been 
found from experience that the par- 
ticipation by local committees and 
associations of producers has been 
of material value in administering 
the program.” 

The Associated Grocery Manufac- 
turers of America have been oppos- 
ing the giving of such broad powers 
to the Secretary of Agriculture. The 
association estimates that there 
would be approximately 1,100,000 
possible licensees who could be sub- 
jected to the control of the Secre- 
tary of Agriculture under the powers 
of the bill, including 110,000 proc- 
essors and manufacturers, 62,500 
wholesale establishments and some 
911,000 retailers. 

In one plea to Congress to defeat 
the bill, it is stated that “it is 


scarcely conceivable that these vast 
powers should be exercised by the 
Secretary of Agriculture without ad- 
versely affecting the interests of the 
publishing business. Under the arbi- 
trary licensing power, the Secretary 
of Agriculture, or his successors, 
could potentially control every step 
in the process of distribution, includ- 
ing advertising, from the farm to 
the ultimate consumer.” 

The minority members of the 
House agriculture committee who 
filed certain objections relative to 
the licensing powers of the Secre- 
tary of Agriculture stated that “if 
the Secretary of Agriculture should 
come to the determination that a few 
farmers or retail dealers in agricul- 
tural commodities were engaging in 
unfair practices or charges, this bill 
gives the Secretary the authority to 
license all farmer-producers who 
deal commercially (and scores of 
thousands of farmers do so now), as 
well as all retailers, in farm comi- 
modities. 

“If Mr. Farmer or Mr. Retailer 
should refuse to conduct his busi- 
ness under rules and regulations laid 
down by the Secretary in a license, 
he would be guilty of a federal crime 
and subject to a fine... .” 

On the other hand, Secretary Wal- 
lace calls the projected AAA amend- 
ments the “Magna Charta for agri- 
culture.” 


Wrigley Sponsors 
Summer Air Series 


Sponsored by William Wrigley, 
Jr. Company, a special “summer” pro- 
gram entitled “Just Entertainment” 
started Monday over the Columbia 
network. It is heard from Mondays 
to Fridays inclusive, from 7 to 7:15 
p. m., EDST. 

Devoted to soft and melodious mu- 
sic, the program is presented by an 
orchestra with a predominance of 
stringed instruments. Novelty fea- 
tures will be presented during the 
summer. 


To Advertise Exhibit 


The Stewart-Jordan Company, Inc., 
Philadelphia, has been appointed to 
handle advertising of the exhibition 
of Philadelphia manufactures and 
services, “Philadelphia on Parade,” 
to be held at the city’s convention 
hall this month. 


$1,995,000 


. « « represents our investment in a 
highly trained staff of men and 
women whose brains, experience, 
and energy make your program a 


success! 


. . . represents our investment in one 
of radio's finest organizations to 
keep KSTP the Dominant Station in 
the 9th U. S. RETAIL MARKET— 
that metropolitan area of Minne- 
apolis and St. Paul where 74.3c of 
every retail dollar in Minnesota are 


spent! 


For specific details and valuable market 
data write— 


GENERAL SALES OFFICE, KSTP, Min- 


neapolis, Minn., or our 


NATIONAL REPRESENTATIVES . . . in 
New York: Paul H. Raymer Co., ... 
in Chicago, Detroit, San 
John Blair Company. 


Francisco: 


DOMINATES THE 9T* U. S. RETAIL MARKET 
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W. C. FIELDS 
Star of Paramount's 
‘“*MISSISSIPPI” 


Compare any 
Record Breaking Crowd with | 
THE COMIC WEEKLY AUDIENCE! 


Imagine, if you can, all the baseball fans who’ ll crowd 
into the Yankee Stadium this season. And Comiskey 
Park. And Forbes Field. And all the other major 
league ball parks... Add them all together, and then 
throw in the World’s Series mobs for good measure... 


You still won’t have as big an audience as is represented 
by the 5,500,000 families with more than 22,000,000 
individuals that The Comic. Weekly attracts every Sunday 
in the year! 


ANNOUNCEMENT 


HE COMIC WEEKLY, which is distributed with 
the 17 great Hearst Sunday newspapers, will 
revert to its former, large size pages, with the issue 
of June 23. 
Advertising rates, as follows: FULL PAGES (inside) 
$16,000, Back Cover, $17,500; HALF PAGES (inside) 


,000. 
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‘lwo GREAT SHOWMEN 
Sell-Outs’ Both! 


BARNEY 
GOOGLE 


They Play on Different Stages... But They Attract the Same Universal 
Audience ... In the Same Record-Breaking Numbers... By the Same 


Fool-Proof Formula: THEY BOTH ENTERTAIN! 


HEN a W. C. Fields picture comes to town, the 

movie house owner dusts off his “S. R. O.” sign. 
For this genial juggler of words, objects and facial ex- 
pressions, is invariably a “sell-out’’, with his unique brand 
of entertainment. 


Entertainment is the stock-in-trade of Barney Google of 
The Comic Weekly. But the difference is that Barney 
Google plays 52 weeks in the year to full houses in the 
homes of the more than 5,500,000 families who regularly 
read The Comic Weekly. 


On the same stage with Barney Google, there is also 
Skippy, Pop-Eye, Jiggs and Maggie, the Katzenjam- 
mers, Tillie the Toiler, Toots and Casper, Flash Gordon, 
Mickey Mouse, and all the rest of Barney’s colleagues. 
It takes an all-star cast, you know, and a full program 
of laughs, loves, tears and thrills, to attract and hold the 
world’s largest and most attentive audience —22,000,000 
strong—the regular readers of The Comic Weekly. 


THE COMIC WEEKLY 


Let’s translate this audience into advertising terms: 


Young or Old? Both! 68% of all men. ..72% of all women 
.. . 99% of all juveniles read The Comic Weekly. 


Where Are They? In the most fertile territories: The 995 
“Key Cities” of 10,000 population and over, where the 
17 great Hearst Sunday Newspapers circulate, and where 
70% of all retail buying is done. 


What Do They Buy? Everything the American Family 
buys—from typewriters to tooth-pastes, from food prod- 
ucts to shoes and automobiles. Ask the advertisers! 


What Does It Cost? $10,000 per inside page —$12,000 for 
the back cover—$22,000 for the center spread. Less—by 
any yardstick—as low as 1/6¢ per family. 


These are strong claims, but we’re ready to prove them 
to you with actual case histories. Write or phone today: 
The Comic Weekly, 959—8th Ave. (COlumbus 5-2642) 
New York; Palmolive Bldg. (Superior 6820) Chicago. 


Everybody Reads The Comics 


959 Eighth Avenue, New York City 


Palmolive Building, Chicago 
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Norman Chandler 
With “L. A. Times” 


The connection of Norman Chand- 
ler, who was re-elected a director of 
the American Newspaper Publishers 
Association at its annual meeting in 
New York last week, was erroneously 
given in the report of that meeting 
which appeared in the April 27 is- 
sue of ApverTisinc Ace. Mr. Chand- 
ler is connected with the Los Angeles 
Times. 

W. G. Chandler of Scripps-Howard 
Newspapers is also a member of the 
A. N. P. A. board. 


Cigar Account Placed 
H. Traiser & Co., Inc., Boston, 
maker of Harvard and Pippins ci- 
gars, has placed its advertising with 
Wood, Putnam & Wood Company, 
Boston. 


Starts Silver Dust 
Sampling Campaign 
The Gold Dust Corporation, New 
York, has launched a sampling cam- 
paign in Chicago for Silver Dust, a 
white soap for dishes and laundry. 
An eight-ounce sample will be given 
to all Chicago housewives who re- 
spond to calls of uniformed carriers. 
The housewife will also be offered, 
free, a dish towel worth 25 cents, 
with the purchase of two packages of 
Silver Dust at the grocery. Big 4 
Advertising Carriers, Chicago, are in 

charge of distribution. 


Linton to Open 
Own Radio Offices 


Ray Linton has resigned as vice- 
president of John Blair & Co., Chi- 
cago radio representatives, as of May 


10. Soon after that date, he will 
open his own offices at 360 N. Michi- 
gan Ave., Chicago. 

Mr. Linton, who is one of the vet- 
erans of this infant industry, said 
he will confine representation to a 
few outstanding stations. 


Control of Axton-Fisher 
Firm Remains in Family 


Under terms of the will of the 
late Wood F. Axton, president of 
Axton-Fisher Tobacco Company, 
Louisville, control of that company 
will continue in the hands of the 
Axton family. 

The great bulk of the estate is left 
to two brothers who have been active 
in the business, Robert L. and Ed- 
win D. Axton, named executors with- 
out bond. Under terms of the will 
no part of the estate may be disposed 


James Cooke Joins 
Sterling Products Unit 


James Negley Cooke, Jr., New 
York, has been named manager of 
the Wells & Richardson Company, 
Burlington, Vt., maker of Diamond 
tints and dyes, and Dandelion brand 
butter color, a division of Sterling 
Products, Inc. He was formerly with 
Monroe Chemical Company, Quincy, 
Ill., maker of Putnam dyes. 

Harold L. Jones, formerly asso- 
ciated with Mr. Cooke as sales rep- 
resentative for Putnam dyes in 
greater New York, has been made 
sales manager for Diamond products. 


Merchandisers to Meet 

The Automatic Merchandisers As- 
sociation of Iowa will hold its an- 
nual meeting and celebrate its first 


birthday at the Savery Hotel, Des 


of without their consent. Moines, on May 25 


*AND THE DAILY | 
LOUISVILLE TIMES | 
COMPLETES THE. 
COVERAGE AT 


SUNDOWN. 


SPACE BUYERS 


uritr- 


G, MARC ’ 


SUNDAY MORNIN 


* WHEN THE DAWN IS 
ON THE BLUEGRASS, 
| THE COURIER-JOURNAL IS 
FAVORITE AT THE BREAK- 
FAST TABLES IN KENTUCKY: 
the Whiskey-State. 


Frankfort Distilleries’ payrolls help to 
make Kentucky the Nation’s Bright-Spot 
Market for the sale of advertised merchan- 
dise. And FOUR ROSES WHISKEY—an 
outstanding American favorite—is sold to 
Kentuckians through the only two news- 
papers which dominate Kentucky State 
interest. When buying space, follow this 
leading distiller and you won’t go wrong. 
FOUR ROSES WHISKEY appears mostly in 
big-coverage papers. The advantage is 
you'll do a bigger selling job at a lower line 
rate. 


In Kentucky countrysides— 
from the Ohio River to the 
East Kentucky mountain bor- 
der—the neatly painted, 
rolled metal boxes, marked 
“Courier-Journal” and “‘Louis- 
ville Times,” tell the story of 
newspaper readers’ preference 
and the mass coverage which 
sells merchandise in volume. 
So, concentrate your advertis- 
ing in two newspapers. You'll 
do a bigger, cleaner sales job 
at lower cost. Follow the 
leading advertisers. They do. 


REPRESENTED NATIONALLY 


BY 


THE BRANHAM COMPANY | 


THE COURIER- JOURNAL ¢ THE LOUISVILLE TIMES 


* give you coverage without competition from dawn to dusk 


HAPPY BIRTHDAY 


This is described as an “amateur 

hotograph" of one of the 225 

little cakes sent to friends of 

WAAB, Boston, in celebration of 

the station's fourth birthday last 
month. 


HEAVY DRIVE 10 
PUSH SUPER SUDS 


New York, May 2.—The largest 
effort ever made by Colgate-Palm- 
olive-Peet Company on Super Suds 
is now being put into a newspaper 
campaign in some 110 Sunday news- 
papers, a nation-wide radio broad- 
cast and a contest. 

Most of the contest promotion 
comes over the air in the recently 
launched “House of Glass” broadcast. 
A 1935 Packard sedan or $1,000 in 
cash will be awarded each week for 
the best letter telling “Why I Like 
Super Suds,” the letter to be ac- 
companied by a box top from the 
giant 20-cent package or two box 
tops from the large ten-cent carton. 

Grocers selling the winning con- 
sumer each week will be awarded 
$500 and another award of $100 will 
be made to the clerk making the 
sale. 

In about 28 of the newspapers be- 
ing used by Super Suds, rotogravure 
space is scheduled. This advertising 
contains straight selling copy with 
but a line or two calling attention to 
the contest. Benton & Bowles, Inc., 
is the agency. 

In the meantime, replies are re- 
ported pouring in on the Palmolive 
soap European trip contest, which 
recently was expanded to include 
$100 to each clerk selling a winning 
consumer, in addition to the awards 
to dealer and consumer. One of 
the effects of the contest is the over- 
time working of dealer display ma- 
terial. A nation-wide survey showed 
that dealers are using these pieces 
about twice the length of time gen- 
erally given such material. 


Decorator, Physical 


Culture Firm Appoint 


The Hollywood Studios of Physical 
Culture have appointed Hillman- 
Shane Advertising Agency, Los An- 
geles, to direct a national advertis- 
ing campaign in newspapers and 


| magazines, featuring a home course 


in physical culture. 
Newspapers and radio will be used 


throughout southern California in a 


campaign for Cannell and Chaffin, 
Inc., Los Angeles, interior decorator 
and dealer in art objects, which re- 
cently appointed Hillman-Shane to 
handle its advertising. 


Plan Parko Drive; 


Detroit Agency Named 


Brooke, Smith & French, Inc., De- 
troit, has been appointed advertising 
counsel for the Park Chemical Com- 
pany, Detroit, maker of Parko auto- 
motive and household polishing and 
cleaning compounds. 

Plans for advertising and merchan- 
dising campaigns to complete na- 
tional distribution of the Parko line 
are now under way. 


Bott to Atlanta 


The Harvey-Massengale Company, 
Atlanta advertising agency, has ap- 
pointed Leo P. Bott, Jr., as account 
executive. Mr. Bott formerly oper- 
ated the Bott Advertising Agency, 
of Little Rock, Ark., and New York. 
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and Cash Registers 


Naturally, we are proud of our returns rec- 
ord. For such diverse products as soap and 
typewriters, books and cosmetics, foods and 
insurance, THIS WEEK has demonstrated a 
pulling power which advertisers who have 


tested it say is extraordinary. 


We are prouder still that THIS WEEK can 
carry through, that pages in this paper go 
beyond coupons to the ultimate tinkle of 


cash registers. 


One company, selling direct, was so 
pleased with THIS WEEK'S cash business that 


a test page has been expanded to a full 


THIS 


schedule. Another, selling through dealers, 
goes so far as to give THIS WEEK “more than 
half the credit” for breaking company sales 
records in the month THIS WEEK carried the 
copy.* 

Coupons, dimes, and direct returns are 
tangible evidence of advertising value. But 
after all, the proper end of dotted lines is not 
inquiries, but sales. THIS WEEK’S pages pro- 


duce profits as well as coupons. 


*Coupons point the way to sales, of course. 
This same manufacturer tells us that THIS 
WEEK outpulled one national weekly two- 
to-one, two other big nationals three-to-one. 


A Powerful Sales Force in America’s A Market 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, — Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


LA 
ivage 


AE <}" i CK he. 


NEW YORE: 420 Lexington Ave CHICAGO: 360 N. Michigan Ave. 


DETROIT: General Motors Bldg. 
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YOUNG TEACHES 
LAYMAN ABOUT 
ADVERTISING 


“Good Housekeeping’’ Pre- 
sents Eloquent Case 


New York, May 1.—‘Advertising 
as a speedy disseminator of commer- 
cial news, has proved to be one of 
the best ways by which goods may 
be exchanged as quickly as possible, 
by which the producer may find 
others who want what he can pro- 
duce, and by which buyers may find 
producers of what they want.” 

So declares James W. Young, pro- 
fessor of advertising, School of Busi- 
ness, University of Chicago, and for- 
mer Western manager of J. Walter 
Thompson Company, in an article, 
“The Professor Looks at Advertis- 
ing,” in the May issue of Good House- 
keeping, the magazine’s golden anni- 
versary number. 

Step by step, Mr. Young takes up 


the current claims made against ad- 
vertising. While he concedes that 
there are charlatans in advertising, 
he emphasizes the fact that the bulk 
of advertising is honest, and that 
many safeguards protect the public 
against the dishonest advertiser. 

The article also considers the cost 
of advertising, questions of offenses 
against taste, and the element of 
allurement as a necessary component 
of advertising copy. 

“The mere continuance of a social 
institution over a long period of time 
is no positive proof of its goodness,” 
Mr. Young points out. “But when 
long life is accompanied by evidence 
of an increasing vitality in the insti- 
tution, a modest man strongly sus- 
pects that history “ill reveal an 
authentic reason for its existence. 

“Especially is this true in the field 
of business, where every practice and 
every institution is daily exposed to 
‘the bloodless verdict of the market 
place.’ ” 


Traces Advertising History 


The writer refers to the volume, 
“History of Advertising,” by Frank 
Presbrey, president of the Frank 
Presbrey Company, New York adver- 
tising agency, in which modern pub- 
lication advertising is said to have 
its real beginning in London in 1692. 

At that time John Houghton began 
to publish a weekly journal. The 


publisher announced in an early 
issue, “Whether advertisements of 
schools or houses and lodgings about 
London may be useful I submit to 
those concerned.” 

The next week there appeared in 
his journal this advertisement: 

“At one Mr. Packer’s, in Crooked 
Lane, next the Dolphin, are very 
good lodgings to be let, where there 
is freedom from noise and a pretty 
garden.” 

“The point worth noting in this 
earliest use of publication advertis- 
ing is that this advertising was 
news,” Mr. Young comments. “It 
was published primarily for a com- 
mercial purpose, at the cost of the 
advertiser, and with the hope of in- 
creasing his business. 

“But it was, nevertheless, news— 
news of a kind which has been of 
interest to humanity in all ages and 
places: news of things for sale. And 
it was, as John Houghton suggested, 
news of use to both buyer and 
seller.” 

Most women can understand how 
advertising cost is justified when 
only a few dollars are spent for a 
want advertisement in a newspaper 
to find a home, maid or lost dog, the 
author says, but some women find it 
dificult to understand why a soap 
manufacturer is justified in spending 
$1,000,000 a year in advertising. 

As a simple illustration of how a 


Give em the old 


ONE-TWO. 


Are you throwing ‘‘haymakers’’ in your radio ad- 
vertising? Are you swinging from the foor up, 
once a week on a national hook-up? How about 
following up your advantage with a short poke right 
to the heart of the world’s richest market? (Seven 
billion dollars’ worth of merchandise is bought each 
year in WOR’s service area.) Win a decision in this 
arena and the purse is yours/ 


certain kind of advertising expendi- 
ture may be justified to the adver- 
tiser, Mr. Young compares the cost of 
a single magazine advertisement 
reaching millions of families, with 
the cost of a printed announcement 
on a government postcard. 

It is the customer’s money which 
pays for the cost of advertising as 
well as other steps in distribution, 
Mr. Young states. Toothpaste adver- 
tising is taken as an example. It 
is true, he says, that if the advertis- 
ing cost could be eliminated, the con- 
sumer would get his dentifrice at a 
lower price. 

The consumer could compound his 
own dentifrice supply, and thus ap- 
parently escape the cost of advertis- 
ing, it is pointed out. However . 
“when you added together all your 
costs — ingredients, inconvenience, 
loss of time, and less satisfactory 
product—you would find that while 
you had escaped the cost of adver- 
tising, you had exchanged other and 
greater values for it.” 

The reason that a manufacturer 
can buy ingredients in large quanti- 
ties, the finest technical skill and 
equipment, a convenient container, is 
that he “has persuaded millions of 
people like you to share the cost of 
doing these things by buying his 
product. And that persuasion is the 
cost of advertising.” 


“Revolutionizing” the Home 


In the 50 years of Good Housekeep- 
ing’s history, production of new 
things has been rapid. The news of 
the wealth of goods produced had to 
be disseminated if both buyer and 
seller were to profit, and thus, to 
each reader of Good Housekeeping 
during this period has come adver- 
tising news which has “revolution- 
ized” her home, Mr. Young asserts. 

“Here, for instance, as we start 
through its files, we find that the 
reader was just learning how damage 
was done to clothes and complexions 
by free alkali in soaps, and how it 
had been ediminated. Foods in cans 
and packages were just being intro- 
duced to her, and new ideas in food 
cleanliness and convenience being 
expounded. 

“Here is a better toothbrush and 
a more convenient dentifrice. Here 
came amateur photography for her 
pleasure. Here, in rapid succession, 
are the phonograph, modern plumb- 
ing, steam heat, aluminum cooking 
ware, the telephone, electric light 
and appliances, the vacuum cleaner 
and the washing machine, the auto- 
mobile and electric refrigeration. . . 

“Here, in short, is the news that 
has made the American home the 
marvel of the modern world.” 

It is true, the writer admits, that 
advertising has sometimes been used 
to foist worthless and even harmful 
products on consumers; but advertis- 
ing is simply an instrument of com- 
munication, he declares. 

“The great bulk of telegraph com- 
munications are concerned with the 
legitimate social and business activ- 
ities of our times. But no doubt 
crooks and public enemies have at 
times made both telegraph and tele- 
phone serve their purposes. Simi- 
larly with advertising. 


Many Corrective Factors 


“In advertising, however, there are 
various forces constantly at work to 
reduce and eliminate the misuses of 
it,’ Mr. Young states. With rare ex- 
ceptions, the advertising of poor 
products fails to pay the advertiser, 
he declares. 

The author points to the laws in 
25 states against dishonest and 
fraudulent advertising, to the con- 
structive work of Better Business 
Bureaus, and to the federal pure 
foods and drug act, “now in the 
process of being strengthened.” 

Stronger than any of these con- 
trols is the work of scrupulous pub- 
lishers to prevent fraudulent prod- 
ucts from being advertised, he says, 
citing the work of Good Housekeep- 
ing, other publishers, and other types 
of advertising mediums along this 
line. 

In regard to the question of adver- 
tising offenses against public taste, 
Mr. Young states that he relies on 
the fact that advertising is a “com- 
pletely democratic institution.” If a 
large number of consumers find a 
certain advertiser’s methods objec- 
tionable, the advertiser “soon learns 
the error of his ways.” 

Mr. Young vigorously defends the 


use of the element of allurement in 
advertising, which he calls the dis- 
tinguishing characteristic of modern 
advertising today. Whenever efforts 
are made to get people into action, 
allurement must be added to the 
news, he finds. 

“Yet,” he comments, “it is the ad- 
vertiser’s observance of this fact of 
life which brings out the strongest 
accusations about his departure from 
the facts, and the loudest guffaws 
over truth in advertising. 

“But it is just possible that in 
observing it the advertiser has had 
hold of a kind of truth which is not 
measurable in laboratories. 

“To think that the appeal to sub- 
jective values can be removed from 


. .| advertising,” the writer asserts, “is 


to think that such values themselves 
can be removed from life.” In judg- 
ing the “truth” of such advertising 
appeals, advertising censorship must 
“tread cautiously,” he warns. 

When the advertiser enters the 
field of subjective values, “he goes 
beyond his responsibility as a manu- 
facturer of a preduct, and assumes a 
responsibility as a manufacturer of 
public standards.” 

The public has a right to demand 
that “while, of necessity, he keeps 
one ear to the cash register, he keep 
the other open to that still, small 
voice—the public good,” Mr. Young 
asserts. 


Dines Poor Richard Club 


The Philadelphia Club of Adver- 
tising Women entertained the Poor 
Richard Club, composed of Philadel- 
phia advertising men, at a lunch- 
eon in the Poor Richard clubhouse 
May 2. Mrs. Genevieve Forbes Her- 
rick, well-known journalist, was 
guest speaker. 


Ad Manager Killed 


Thomas Lane, 22, assistant adver- 
tising manager of the Dothan, Ala., 
Eagle, was killed, and two compan- 
ions were seriously injured, when 
their automobile overturned near 
Panama City, Fla., on April 30. 
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ADVERTISING AGE 


AILY in Chicago, one of America’s greatest beauty contests is 

being staged . . . a contest in which literally thousands of cos- 
metics are in competition with one another. Or, so it seems to 
their sponsors. Such is not the exact case, however. Take the 
Mortons, Mary and daughter Betty, for example. They’re very able 
judges of these aspirants for beauty honors—but so far as their 
decision is concerned, most of the contestants are eliminated on 
sight. Why? Simply because the Mortons don’t know anything 
about these cosmetics. 


The moral is: Cosmetics, perhaps more than any other kind of 
merchandise, need acceptance and a very special kind of faith in 
their efficacy. In a word, they need—ADVERTISING. Which 
brings us to another point- To whom should they be advertised? 


CHICAGO 


AMERICA 


ARE YOU ENTERED IN 
CHICAGO’S GREATEST 


Common sense says—to young, alert AMERICAN women—mothers 
and daughters, like Mary and Betty Morton, who take pride in 
their appearance, who spend time and intelligence in harmonizing 
their clothes and their cosmetics. It is in this kind of circulation 
that the American specializes, by its general editorial content, by 
its three brilliant pages devoted especially to women’s interests and 
by an intelligent, un-prissy approach to all modern problems. 


There can be no question about the American’s control of Chicago's 
young, most active market. This market has been built up for 
years. Today it is the most responsive audience in Chicago. Proof? 
Here it is: For 1934 the American gained 1,289,354 lines of adver- 
tising as against a loss of 132,207 lines for the second evening paper. 
Q. E. D. 


o « - more Buying Power to you 


NATIONAL REPRESENTATIVES: Hearst International Advertising 


Rodney E. Boone, General Manager 


Service 
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Does Secretary Wallace Want to Be 
an Industrial Czar? 


The astounding provisions of the 
bill to amend the Agricultural Ad- 
justment Administration act, under 
which the Secretary of Agriculture 
would have the power to license all 
businesses handling, processing or 
manufacturing any kind of agricul- 
tural product, or competing with 
any, are just beginning to be under- 
stood. 

As a result, opposition to the 
measure, identified as H. R. 5585, is 
rising rapidly. It is almost unthink- 
able that such a bill should be seri- 
ously considered, and yet Secretary 
Wallace apparently believes that 
Congress should be willing to make 
him an industrial czar with powers 
which have never before been con- 
templated as proper for a federal 
authority. 

Advertising and marketing activi- 
ties would come completely within 
the scope of the Secretary’s pro- 
posed powers under this bill, and 
unfair competition could be disposed 
of by the simple act of withdrawing 
the license and putting the offending 
business out of existence. And Sec- 
retary Wallace’s ideas about unfair 
competition, as represented by ad- 
vertising, have already been given 
expression through the provisions of 
the Tugwell and Copeland bills. 

The Advertising Federation of 
America analyzes H. R. 5585 in its 
current bulletin, and suggests that 
those who are worried about the 
Copeland bill should transfer their 


attention to the new AAA measure. 
Incidentally, the passage of the 
Copeland bill at this session of Con- 
gress now seems only a remote pos- 
sibility. The A. F. A. says regarding 
H. R. 5585: 

“Recent threats to advertising 
have come from so many sources 
that one of the potentially most dan- 
gerous moves, the proposed AAA 
amendments, seems to have escaped 
the attention of advertising men. 
Those who were alarmed about what 
the original Tugwell bill might do 
to the food, drug and cosmetics in- 
dustries, and to the advertising in 
that field, were dealing with merely 
a small caliber threat as compared 
with the menacing possibilities of 
H. R. 5585, amending the Agricul- 
tural Adjustment Act. 

“The provisions of this bill are 
astounding. The control over many 
industries which it would give the 
Secretary of Agriculture is far more 
extensive and arbitrary than the 
promoters of the objectionable Tug- 
well bill ever dreamed of. Harm to 
legitimate advertising interests is 
almost directly implied.” 

Advertising, as represented by the 
A. F. A. and other organizations of 
a national character, will be on the 
job to oppose the Triple A measure, 
but additional opposition, through 
local associations, clubs and individ- 
ual advertisers, agents and publish- 
ers, would serve a very useful pur- 
pose. 


Time to Promote Advertising 


Now that business is moving for- 
ward in a definite way, and with ap- 
parent indications of continued ex- 
pansion, publishers and other own- 
ers of advertising mediums might 
well consider the advisability of ef- 
forts to promote advertising as a 
whole, instead of limiting their ef- 
forts to their own individual me- 
diums or classes of mediums. 

The new program of educational 
advertising to appear in newspapers 
under the sponsorship of the Amer- 
ican Newspaper Publishers’ Associa- 
tion is a step in the right direction. 
It is intended to show the consumer 
how he benefits from the publication 
of advertising by merchants and 
manufacturers. 

In the specific job of attracting 
copy to an advertising medium, 
especially during a time of depres- 
sion, when volume is declining, pro- 
motional efforts are often of a se- 
verely competitive character. Under 
today’s conditions, however, it seems 
to us that all engaged in advertising 


might now profitably adopt the 
broader viewpoint of promoting the 
use of advertising as a whole. 

The search for profitable methods 
and mediums is constantly going on, 
because they represent opportunity 
for advertisers. Thus locating a 
new idea or a new medium which 
will produce for the advertiser is a 
constructive effort. Why not ap- 
proach it from that standpoint, 
rather than with the idea that any- 
thing new must be done at the ex- 
pense of the old? 

Proven promotion plans represent 
a profitable investment, and the task 
of advertising, as a whole, is to sup- 
ply new and worth while ideas, 
methods and mediums through which 
the advertiser’s sales message may 
be registered with new buyers, or 
put across to old buyers in a new 
and more effective way. From that 
angle, it looks as if everybody in 
this business has a real stake in 
constructive promotion of advertis- 
ing as a whole. 


PROVING THAT ADVERTISING STILL HAS POWER 


—Chicago Tribune. 


Voice of the Advertiser 


Takes Exception to 


Article on Contests 

To the Editor: I note with in- 
terest your reprint of an American 
Mercury article on _ prize-contests 
(April 20, P. 30) because I am New 
York correspondent for Contest 
World as well as a “professional 
contestant”—having won 18 awards 
to date in 1935; better than one a 
week. 

Apparently Miss Stern either has 
entered one contest and failed to be- 
come rich over night, or has been 
reading and believing vastly inaccu- 
rate statistics, whose source at the 
most is dubious. Her guess that over 
50,000 make a living from contesting 
is grossly exaggerated, as is her 
statement that every loser’s feeling 
is “tinged with ill will toward the 
sponsor.” Instead of citing a few 
examples of ill will, Miss Stern 
might learn much to her advantage 
by perusing several copies of the 
magazines at which she _ politely 
sneers. There she might learn that 
many losers are really winners by 
their acquaintance with new and su- 
perior products. 

If prize-contesting was not a pay- 
ing scheme for sponsors, would 
Procter & Gamble’s Chipso hand- 
writing contest, after being tested 
in the New York-Philadelphia area, 
be extended to cover the sales dis- 
tricts of eight large cities as well as 
in the limits of three others? Adver- 
tised in newspapers on two dates and 
radio for two weeks, this scheme 
brought 60,000 replies, with 60,000 
box-tops, AND 60,000 USERS OF 
CHIPSO! From this number, per- 
haps several hundred of the most 
pitifully moronic entrants felt the 
“tinges of ill will,” while the re- 
mainder of the 60,000 honestly 
learned the advantages of the prod- 
uct by comparison with the brand 
they may have been using. 

The average contest is conducted 
fairly, and competitors have only 
themselves to blame for not winning. 
An employe of the Scott Paper Com- 
pany claims that hundreds of wrap- 
pers have come to their offices to be 
entered in the recent Seminole con- 
test. Such ignorance would be just 
as manifest in any premium cam- 
paign, be it booklets, souvenirs, or 
samples. But perhaps the entire 
idea of advertising fails to appeal to 
Miss Stern? 


Hat RusHMoreE Doorirtte, 
Loch Arbour, N. J. 
vv¥sesgy 


Misses Point, But 


Welcomes Free Ad r 


To the Editor: Thanks very much 
for the free advertising in Copy 


Cub’s column in your issue of April| |@ 
I am not English, but I have 


20. 
so far been unable to get the point 


of the inspired business association 
between myself and Weisel’s. I pre- 
sume that this hangs on the fact that 
my name was pronounced as though 
it were spelled Hots. I am sorry, 
but it is pronounced with the long 
nas oad 

Anyway, as I said before, thanks 
for the publicity. Some time when 
you are throwing a party I will send 
you some of our good sausage. That 
will be your initiation to a real treat. 


H. P. Horz, 
Sales Manager, Weisel & Co., 
Milwaukee, Wis. 
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Mr. White Speaks Out 


To the Editor: We agree with 
Mr. Falk of the Advertising Federa- 
tion of America, who implies that 
you ought to read our magazine, 
“Market Research.” We feel sure 
that Mr. Falk’s curiosity would have 
been more nearly satisfied if he had 
studied the lines which he omitted 
in the garbled quotation from our 
editorial. This passage does: not even 
hint that ‘the other phases of mar- 
keting procedure provide consumers 
with the wnerewithal to buy.” 

Instead of decrying advertising 
and advertising men, our editorial 
speaks of them in the highest terms 
though perhaps we do not go quite 
so far as Mr. Falk who is, I believe, 
the author of that hysterical hyper- 
bole, ‘“‘without advertising the world 
would be a dreary morgue.” 


PERCIVAL WHITE, 
President, Market Research Cor- 
poration of America, New York. 
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Bitters Window Display 


Features the Mixers 

To the Editor: We enclose with 
this letter a photograph showing a 
window display recently designed for 
our client, C. W. Abbott & Co., Inc., 
whose product is Abbott’s Aged Bit- 
ters. 

Actual experience demonstrated to 
us the difficulty of trying to induce 
retailers to devote an entire window 
to a bitters display. Therefore, we 


did the next best thing by designing 
a window display showing the vari- 
ous alcoholics with which bitters are 
mixed to make a cocktail or high- 
ball. 


The photograph shows a modern- 
istic liquor cabinet in which are 
contained whisky, gin, applejack, 
and Abbott’s Aged Bitters. Addi- 
tional bottles of bitters are used to 
decorate the front and sides of the 
display, as shown. 
This entire setting is merchandised 
to Abbott retailers by direct mail 
ecards and folders, and the number 
of requests for the display received 
was most gratifying. 
Cc. W. Abbott & Co., Inc., have 
found that window display plays an 
important part in moving their prod- 
uct and are planning subsequent 
sets, each to be loaned to retailers 
throughout the country’ without 
charge. 
THEODORE A. NEWHOFF, 

Theodore A. Newhoff Advertising 

Agency, Baltimore, Md. 


a 


Fall of News 


To the Editor: Thank you for the 
copy of ADVERTISING AGE, containing 
a reference to this agency. . . 

It is a coincidence that my per- 
sonal subscription to your paper 
started with the current issue. 
Mrs. Pauline B. Peters, the secre- 
tary of this company, has been a 
subscriber to your paper practically 
since its beginning. We both feel 
that it is a splendid publication, full 
of news and articles of interest. 

LINCOLN RopeEN, JR., 
Lincoln Roden, Inc., Advertising, 
Philadelphia, Pa. 


. VF F 


Has Figures to Prove 


That “Talk Is Cheap” 


To the Editor: In your issue of 
April 20, Copy Cub, pointing out that 
net earnings of A. T. & T. for the 
first quarter of 1935 were $30,000,000, 
asks: ‘Who was it remarked so con- 
fidently, ‘Talk is cheap?” 

If you reduce this $30,000,000 to 
net earnings per telephone conversa- 
tion it amounts to about six mills. 
Since it is estimated that the aver- 
age telephone conversation has more 
than 500 words, the man who said 
that “talk is cheap” may not have 
been so far off his base, after all. 


JoHN M. SHaw, 
Chesapeake & Potomac Telephone 
Company, Washington, D. C. 


7, ¥ F 


Here’s Another Vote for 


Mr. Carpenter’s Book 
To the Editor: We have read with 
interest your editorial entitled, “Who 
Will Write This Book,” which ap- 
peared in the April 6 issue of your 
publication. 


As Hal Wagner wrote you shortly 
after the publication of this editorial, 
it is the writer’s belief that the late 
Charles E. Carpenter’s book, “Dollars 
and Sense,” has met all of the re- 
quirements asked for in your edi- 
torial. 


The writer has taken the pleasure 
of sending you a copy of this book 
under separate cover. 


Louis E. Murpry, 
Chairman of the Board, E. F. 
Houghton & Co., Philadelphia, Pa. 
[Editor’s Note: While “Dollars and 
Sense” presents an excellent case for 
existing advertising and merchandis- 
ing practices, it unfortunately labors 
under the disadvantage of being a di- 
rect answer to “Your Money’s Worth,” 
and thus either presupposes a read- 
ing of that book, or is likely to in- 
duce such a reading.] 


* Vv F 


A. A. Keeps Advertising 
Department Informed 
To the Editor: Enclosed is a 
sheck for $1 covering one year’s 
subscription to ADVERTISING AGE, to 
be sent to the attention of the writer 
at The Chattanooga News. 
We consider your publication very 
valuable, keeping us in touch with 
happenings of the day in the adver- 
tising field. 
CLypDe F. BayYLor, 
General Advertising Department, 
The Chattanooga News, Chatta- 


nooga, Tenn. 
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SAYS CONSUMER 
RATES AS PUBLIC 
DUNCE NUMBER 1 


Consumers’ Group Launches 
Ambitious Radio Series 


New York, May 1.—Lending a 
hand to the consumer, whom it calls 
“public dunce number one,” the Con- 
sumers’ Committee of the National 
Advisory Council on Radio in Educa- 
tion this week inaugurated a new 
radio series entitled “More for Your 
Money.” 

The consumer education series will 
be heard over a WABC-Columbia net- 
work every Tuesday from 10:45 to 11 
p. m., EDST, for ten weeks. New 
England listeners will also hear the 
series on Monday nights at the same 
time over WAAB, Boston, and the 
Yankee Network. 

Heading the Consumers’ Commit- 
tee is Mrs. Emily Newell Blair, 
chairman of the NRA Consumers’ 
Advisory Board. Committee mem- 
bers are leaders of large groups of 
consumers. Prominent = speakers 
will be heard on each program. 

“The Committee thinks the con- 
sumer is a blind-folded man in a dark 
cellar hunting for a black cat that 
isn’t there,” the council declared in 
announcing the committee series. 

“Of all economic illiterates he is 
public dunce number one—the des- 
pair of honest merchants, honest 
money lenders, honest doctors—the 
easy prey of all the rest.” 


“Capsules for Consumers” 


The radio talks have been designed 
“to help the consumer to know what 
he is buying, to look for understand- 
able grades and labels, to demand the 
truth in plain language, to avoid the 
panaceas of quack money doctors, to 
squander less of his substance on 
wars, and to get more satisfaction 
per dollar spent.” 

On the first program, the topic, 
“Capsules for Consumers,” was dis- 
cussed by Thomas C. Blaisdell, Jr., 
director, consumers division, Na- 
tional Emergency Council, and Wil- 
liam Trufant Foster, member, NRA 
Consumers Advisory Board. 

Samuel O. Levinson of Chicago, in- 
ternational lawyer, and author of 
“The Outlawry of War,” will speak 
May 7 on the subject, “Millions for 
Mars: the Low-Down on the High 
Cost of Living.” 

Good medical care for less money 
will be discussed by Michael M. Da- 
vis and C. Rufus Rorem, Julius Ro- 
senwald Fund, Chicago, on May 14. 

“Hard times with ‘Easy Pay- 
ments’” will be the topic of Gover- 
nor James M. Curley of Massachu- 
setts on May 21. The following 
week Earl E. Davidson, supervisor of 
Loan Agencies, Commonwealth of 
Massachusetts, and Lebaron R. Fos- 
ter, associate director, Pollak Foun- 
dation for Economic Research, Bos- 
ton, will talk on “More for Your 
Money in Small Loans: How to Re- 
duce Interest Rates.” 

On June 4, Marriner C. Eccles, gov- 
ernor of the Federal Reserve Board, 
will discuss the consumer’s stake in 
sound money. The next week, Karl 
T. Compton, president of Massachu- 
setts Institute of Technology, will 
address the radio audience on “More 
For Your Money: Science Points the 
Way.” 

Mrs. Blair will speak on the topic, 
“The Consumer’s Stake in the New 
NRA” on June 18. “News Behind 
the News for Consumers” will be the 
subject June 25 of Richard Waldo, 
president, McClure Newspaper Syndi- 
cate, in the concluding program of 
the series. 


Will Publish Talks 


The University of Chicago Press 
will publish the talks and each one 
will be available at small cost fol- 
lowing radio presentation. The Con- 
sumers’ committee is also providing 
a brief reading list to supplement 
the discussions. 

The Consumers’ Committee in- 
cludes Mrs. Grace Morrison Poole, 
president, General Federation of 


Women’s 
worthy, president, National Congress 
of Parents and Teachers; 
Graham, 


Clubs; Mrs. L. Lang- 
Frank P. 
president, University of 


North Carolina, and vice-chairman of 


the Consumers’ Advisory Board. 


Other members are Kathryn Mc- 
Hale, general director, American As- 
sociation of University Women; W. 
T. Foster, director, Pollak Founda- 
tion for Economic Research; Mar- 
guerite M. Wells, president, WNa- 
tional League of Women Voters; and 
John G. Winant, former governor of 
New Hampshire, and president, Na- 
tional Consumers’ League. 


Yawitz Selected 


Paul Yawitz has been appointed 
editor of Column Review, New York, 
magazine of newspaper columnists. 


Informality to 
Reign at A.B.P. 
Spring Meeting 


New York, May 2.—With a pro- 
gram bristling with opportunity for 
open discussion and including a 
minimum of formal papers, the 11th 
annual spring conference of the 
Associated Business Papers, Inc., 
will get under way at the Homestead, 
Hot Springs, Va., Saturday, winding 
up Sunday, May 5. 

Reports of officers and of various 
committees will constitute about 
the only formal papers, the remain- 
der of the time being set aside for 


informal round table discussion of 
the numerous problems facing mem- 
bers of the business paper publish- 
ing organization. 

The annual beefsteak dinner of 
the organization, to be held Satur- 
day night, will hold special signifi- 
cance for those in attendance this 
year, inasmuch as it will be the occa- 
sion for a testimonial to James H. 
McGraw, head of the McGraw-Hill 
Publishing Company, who has just 
completed a half century of work in 
the business paper publishing field. 

A committee composed of C. J. 
Stark, Penton Publishing Company, 
Cleveland; C. A. Musselman, Chilton 
Company, Philadelphia; and Samuel] 
O. Dunn, Simmons-Boardman Pub- 
lishing Company, has been appointed 
to arrange details for the testimonial 


dinner. E. T. Howson, Simmons- 
Boardman Publishing Company, Chi- 
cago, is president of the Associated 
Business Papers. 


Waldo to Talk 


Richard H.* Waldo, president, Mc- 
Clure Newspaper Syndicate, and edi- 
tor of the widely syndicated ““Wash- 
ington Whirligig,” will address the 
meeting of the Women’s Advertising 
Club of Chicago at the Chicago 
Women’s Club May 7. The occasion 
is the club’s “New Members’ Night.” 


Picks Philip Klein 
D. Schultz & Co.. Philadelphia, 
makers of wall papers, have retained 
Philip Klein, Inc., Philadelphia, to 
handle their advertising. A new im- 
proved washable wall paper will be 
Seovuned. 
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700,000 reac only The Diges 


Five Facts about 
The Literary Digest 
1, Read by over 1,000,000 intelligent 

well-to-do families. 
2. Read by 525,000 families who have 
incomes over $3,000 annually. 
3. 71% of the heads of Digest reading 
familiesa sof busi exec 


utives, or members of the professions. 

4. 67.8% of Digest familiesare traceable 
telephone subscribers as indicated by 
telephone directory listings. (Note: 
14% of all the telephone subscribers 

in the United States who read weekly 

3. ier Literary Digest gives 100% 
erage weekly at a cost of one~ 


cuter site Gua ee tial (Note: 
No other magazine reaches more 


than 12% of these families.) 


* . 
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HERE is only one way to cover the great weekly magazine audience 
—put The Literary Digest on your schedule. Here are three reasons why: 


Consider for instance The Digest’s poll of telephone subscribers — 
proving conclusively that 14% of all those telephone families who 
read only one weekly read The Literary Digest. 


Consider Daniel Starch’s newest magazine effectiveness report — only 
9.2% of The Literary Digest readers read Weekly A — 9.3% read 


Weekly B 


— 11.3% read Weekly C. Even if you assume that none of 


these figures duplicate — in other words — that there are no families 
reading The Digest and two other weeklies, still the maximum por- 
tion of The Literary Digest audience reached by the three other 
weeklies combined is only 29.8%. This leaves a great market of over 
700,000 families — telephone families — families with far better than 
average income untouched by any weekly magazine advertising 


schedule unless you 


A 
E THE LITERARY. VIetsi Ane 


use The Digest. 


This unduplicated coverage is one reason for the amazing results 
secured by Digest advertisers. Use of many other publications with 
millions of circulation does not affect results from The Literary Digest. 
Consistent low cost per inquiry and traceable sales results make 
Digest advertisers enthusiastic. 
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TABLOID STUNT 
OF PARAMOUNT 
CALLED UNIQUE 


Los Angeles, Cal., May 1.—The ex- 
tra color section in tabloid form ad- 
vertising Claudette Colbert’s new 
picture, “Private Worlds,” which the 
Los Angeles Times ran April 24, is 
a “gag’’ which will be launched on a 
national scale, according to Para- 
mount officials. 

Besides running many stories on 
personalities connected with the 
film-director, producer, cast, etc.— 
the tabloid carried a number of ad- 
vertisements by national advertisers. 

These advertisers include A & P 
Food Stores, Lux toilet soap, Dr. 
Ross’ dog and cat food, Apex Rota- 
rex Mfg. Company, Parker Pen Com- 
pany, Leed’s shoes, Old Gold cigar- 
ettes, Ralston Purina, and Max Fac- 
tor cosmetics. 

Space was sold to advertisers at 
regular Times rates, Paramount told 
ADVERTISING AGE. Paramount’s ad- 
vertising department then prepared 
the tabloid and had copies printed, 
equal to the Times circulation. The 
tabloid was then sent to the Times. 

Later the logotypes were lifted 
from the newspaper, and thousands 
of reprints were made, space being 
left on the cover for headings of 
other newspapers and theaters to be 
used. 

These reprints were then sent to 
‘as Many offices throughout the coun- 
try as there are in the Paramount 
Exchange, for distribution in the 
newspapers of each city. 

Thus the advertisers were given 
national advertising for a price no 
‘greater than a small black and white 
two-page tabloid formerly cost. Her- 
‘bert Moulton, recently appointed ad- 
vertising manager for Paramount 
‘Studios in Hollywood. produced the 
unique section. 


S. A. Radio Head 
To Visit New York 


Jaime Yankelevitch, president, 
general manager and owner of Radio 
Nacional, Buenos Aires, parent or- 
ganization of the chain of radio sta- 
tions blanketing South America, will 
arrive in New York about May 10, 
making his headquarters with his 
United States representative, Fally 
Markus, at 1560 Broadway. 

In addition to contacting advertis- 
ing agents and advertisers generally 
he plans to purchase latest equip- 
ment to standardize his most recent 
acquisitions of a number of stations, 
through purchase and lease, in Chile, 
Peru, Colombia, Paraguay, Uruguay 
and Brazil. 

Radio Nacional’s entire time has 
been sold for the next three months, 
Mr. Markus reports, with American 
accounts predominating but with a 
few aggressive campaigns being 
waged by British and German in- 
terests. 


Mills Company Files 
$47,000,000 Action 

Charging unfair competition by 
ice cream manufacturers, the Mills 
Novelty Company, Chicago, on April 
29 filed action in federal district 
court for treble damages amounting 
to $46,929,995. 

The plaintiff alleges that ice cream 
manufacturers conspired to prevent 
and discourage use of Mills counter 
ice cream freezers. The action is 
directed against some 80 defendants, 
among whom are the National Dairy 
Products Corporation, Borden Com- 
pany, Beatrice Creamery, and Golden 
State Company, Ltd., principal hold- 
ing companies in the business of 
making ice Gream, together with 
their operating subsidiaries. 

The filing of the action follows 
closely the Federal Trade Commis- 
sion complaint against the officers 
and members of the International 
Association of Ice Cream Manufac- 
turers. 


Pick Wheeler, Fregeau 


Wheeler, Fregeau and Associates, 
Columbus, O0., have been appointed to 
handle advertising of-The Kinnear 
Mfg. Company, maker of steel roll- 
ing doors and Tip-Top door hard- 
ware; Hauntz Market, foods; and 
Automotive Parts Company of Ohio. 
All three are Columbus concerns. 


Ice Group Launches 


Newspaper Drive 


The California Association of Ice 
Industries has released the largest 
campaign in the history of the ame | 
ciation, using large space in 130 
newspapers in California. | 

The initial advertisement features | 
an air-conditioned ice refrigerator, | 
“tested in 26,000 California homes,” | 
which is offered on ten days’ free) 
trial. The campaign is under direc- | 
tion of the Leon Livingston Adver- 
tising Agency, San Francisco. 


Directs Market Studies 


Sam Cox, of Tracy-Locke-Dawson, | 
Inc., New York, has been placed in | 
charge of that agency’s department | 
of markets. Mr. Cox has specialized | 
in research and plan work. 


Eastern Hotel 
Men May Combat 
Western Effort 


Atlantic City, N. J., May 2.—Oper- 
ators of resort hotels along the At- 
lantic seaboard from Maine to Flor- 
ida, in the Eastern mountain regions, 
and west to Mackinac Island in Mich- 


'igan, will consider a cooperative ad- 
| vertising 


campaign at 
conference here May 10. 

The object of the campaign would 
be to win the American tourist trade 
back to the Eastern states, the 
“older” mountain country, and the 
seashore, in competition with the 


an all-day 


powerful drive of the Pacific coast. 
The meeting has been called by the 
New Jersey State Hotel Association 
as part of its 17th annual conven- 
tion, to be held all next week. Ac- 
ceptances have arrived from owners 
and managers throughout the terri- 
tory named. 

Means for meeting the competition 
of steamship cruises also will be 
threshed over. Specific questions on 
the program call for comparison of 
notes on the best mediums of adver- 
tising, possibilities of direct adver- 
tising, and ways of checking adver- 
tising to determine results. 

Allen K. White of the Marlbor- 
ough-Blenheim here is chairman of 
the state committee arranging the 
conference. 


John Taylor to 
Blackman Radio 


John Taylor, recently associated 
with the Theater Guild in New York, 
has joined the radio department of 
The Blackman Company, New York. 

Mr. Taylor was a co-founder of the 
American Laboratory Theater, and 
was also associated with the Prov- 
incetown-Greenwich Village Theater 
Company, and the Westchester Play- 
house, Mt. Kisco, N. Y. 


Retains Hutchins 


Hutchins Advertising Company, 
Inc., Rochester, N. Y., has been ap- 
pointed to handle the advertising of 
Germanow-Simon Machine Company, 
Rochester, maker of Flexo unbreak- 
able watch crystals and Tel-Tru ther- 
mometers. ° 
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F.A.A. Plans 
New Deal for 
Annual Meet 


Cincinnati, O., May 1.—Plans to 
make the twentieth annual meeting 
of the Financial Advertisers Associa- 
tion, to be held in Atlantic City Sept. 
9-11, the most valuable convention 
ever held were laid here last week- 
end at a meeting of F. A. A. execu- 
tives. 

W. H. Neal, vice-president of the 
Wachovia Bank & Trust Company, 
Winston-Salem, N. C., who is vice- 
president of the F. A. A. and chair- 
man of its program committee, pre- 


sided. Others attending were I. I. 
Sperling, assistant vice-president, 
Cleveland Trust Company, president 
of the association; Thomas J. Kip- 
hart, advertising manager, Fifth- 
Third Union Trust Company, Cincin- 
nati, vice-president; Guy W. Cooke, 
assistant cashier, First National 
Bank, Chicago, member of the F. A. 
A.’s senior advisory council; E. R. 
Brown, cashier, Huntington National 
Bank, Columbus, chairman of the ex- 
hibit committee; and Preston E. 
Reed, Chicago, executive secretary 
of the F. A. A. 


Many New Features 


New features for the 1935 conven- 
tion will include: 

A three-day gathering instead of 
four, as in the past; more general 


sessions; major emphasis on how to 
create public and customer good will 
and resultant business. Stress will 
also be placed on building a better 
appreciation of the economic impor- 
tance and function of financial insti- 
tutions on the part of the individual. 


Investment Division Important 


The investment banking division 
will assume an active place in the 
program for the first time in three 
years, and other innovations will in- 
clude the elimination of formal 
luncheons in favor of informal 
“luncheon tables” specifically ar- 
ranged for the discussion of particu- 
lar phases of bank advertising. 

A full session will be devoted to 
the problems of advertising tech- 
nique. 


Three Accounts to 
Merrill Anderson 


The Merrill Anderson Company, 
New York, has been appointed to 
direct advertising of Improved Risk 
Mutuals, a group of 15 fire insurance 
companies; Fidelity and Deposit 
Company of Maryland, and First Na- 
tional Bank, Glens Falls, N. Y. 

The agency has moved its offices 
to 305 E. 46th St., New York. Carl 
F. Denny, formerly of Geyer-Cornell 
Company, Inc., has joined The Mer- 
rill Anderson Company in copy and 
contact work. 


Elected to Four A’s 


Logan & Stebbins, Los Angeles, 
have been elected to membership in 
the American Association of Adver- 
tising Agencies. 


WONT SELL STOCKINGS 


ew GENTLE ART of making your product exciting 
to women is a simple thing, once understood. 


Alone, by itself, the finest 


a piece of merchandise. But combine it with re/ated . 


product remains merely 


products, make it tell a story, and you start the imag- 


ination working, creating a buying mood where none 


before existed. 


Department stores are old hands at ensemble selling. 
It works. Are stockings to be shown? Make them part 
of a spring wardrobe display. 
fancy with a table setting that shows china, glassware, 


while the advertiser works to change the reader’s 
thoughts to his product. Most magazine articles be- 
come the advertiser’s rival instead of his ally. As in 
department stores, the remedy is simple. 


By sorting its contents into three magazines, McCall’s 


uses style and beauty articles to make style and 


beauty advertising more profitable. Homemaking edi- 


Silverware? Capture her 


linen. But stockings and silverware at the same time? 


Absurd. 


Unfortunately, most magazines forget this obvious 


truth. The editorial articles work to build one emotion 


WANAMAKER’S OUGHT TO GET A PRIZE for 
this gigantic ensemble display. It’s a whole 
house, completely set up in the store. Steel 
framed, pre-fabricated, air conditioned, 
designed to be sold as a unit complete 
even to a built-in radio and a two days’ 
food supply! No one single product in this 
“‘Motohome” explains why thousands of 
people trooped in to see this ready-made 
house. Itis the combination of related prod- 
ucts that excites the shopper’s imagina- 
tion. This same principle is used in 
McCall’s Magazine. Your advertising in 
McCall’s, because it is combined with edi- 
torial articles of similar mood and interest, 
results in more intensive buying activity. 


torial matter makes food advertising more profitable. 
Fiction and news articles in McCall’s put the reader 
in the mood to respond to romantic appeals and pleas- 
ure merchandise. 


Your advertising in McCall’s is correctly timed to 
match her mood. 


It is easier to take advantage of her desires than 


to try to change them. 


MSCall's STYLE & BEAUTY 


BEAUTY AIDS | COSMETICS .- , PERFUMES: 
HOSIERYRRUNDERWEARSECLOTHES 


FOOD’ - DRUGS” ELECTRICAL EQUIPMENT. 


\ 


CHILDREN’ S, NEEDS, -,HOU 


M¢Call’s 


AUTOMOBILES .- 


FICTION & NEWS 


TRAVEL™"CIGARETTES"CAMERAS 
BOOKS,- INSURANCE 


A SAD, SAD TALE 


much to the delight of your purse! 
Economize by serving the modern 
bread aoe 
a, 


TOASTMASTER 


BREAD | 
> $7. LOUIS BREAD CO. fe:"ut 


ALSO BAKERS OF HOWEY KRUSHED WHEAT BREAD ,, 


Humorous copy now being used in 
three cities to promote products 
of Midland Bakeri d Bakeries, St. Louis. 


Humor to Be 
Used in New 
Bread Effort 


St. Louis, Mo, May 2.—A new 
campaign for the bread products of 
Midland Bakeries Company, in which 
humorous cartoons point the moral, 
is being launched in all metropoli- 
tan papers of St. Louis, Peoria, IIl., 
and Terre Haute, Ind., through Shaf- 
fer-Brennan Advertising Company, 
St. Louis. 

A complete series of 52 two-col- 
umn advertisements, averaging 90 
lines deep, makes up the campaign, 
which is scheduled to run for a year. 

Each of the advertisements 
stresses one feature of the bread, 
this particular feature being empha- 
sized by the cartoons, which occupy 
about half of the total space and 
point their story with unfailing good 
humor. 


Sells “The Nation” 
to New Foundation 


Control of The Nation, New York, 
was sold April 30 by Oswald Garri- 
son Villard to The Nation Fund, Inc., 
a foundation established by Maurice 
Wertheim, who has been a member 
of The Nation’s board of directors 
for 11 years. 

The Nation Fund, Inc., will be a 
non - profit - making corporation, 
founded to insure the future of The 
Nation as a permanent institution. 
Its board of directors will include, 
among others, Mr. Villard, Heywood 
Broun, Alvin Johnson, director of 
The New School for Social Research, 
and Freda Kirchwey. and Joseph 
Wood Krutch of The Nation editorial 
board. 

The present board of editors, 
which includes in addition to Miss 
Kirchwey and Mr. Krutch, Raymond 
Gram Swing and Charles Angoff, will 
remain in full charge. Mr. Villard 
continues as contributing editor. The 
Nation will celebrate its 70th birth- 
day July 6. 


Outdoor Group Urges 
Care in Sign Placing 


The Outdoor Advertising Associa- 
tion of Texas and New Mexico 
adopted resolutions pledging mem- 
bers to place billboards on private 
property where signs will not ob 
struct attractive views, instead of 
placing them on highways, at its 
annual convention in San Antonio 
April 19-20. The association also 
went on record as discouraging post- 
ing of signs on fences and trees 
along state highways. 

All officers were re-elected for an- 
other year. They are: Fred C. Bese- 
ler, Houston, president; Ross Rogers, 
Amarillo, vice-president; John S. 
Phillips, San Antonio, secretary; W. 
E. Holland, Beaumont, treasurer; 
and Alfred Edwards, national direc- 
tor. 


Corday Appoints 
Parfums Corday, Paris, has ap- 
pointed Hirshon-Garfield, Inc., New 
York, as its advertising agency. A 
new lipstick and Orchidee Bleue per- 
fume will be advertised in magazines 


and rotogravure newspapers. 
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“System” Appoints 
Three Representatives 


System and Business Management, 
New York, has appointed Archer A. 
King, Inc., 180 N. Michigan Ave., 
Chicago, as advertising representa- 
tive in the Middle West, with the 
exception of the state of Michigan. 

Sheldon Fisher, 755 Boylston St., 
Boston, will cover New England 
states for the publication, and Van 
Best & Associates, 7310 Woodward 
Ave., Detroit, will be its representa- 
tives in Michigan. 


Mrs. Hay Advanced 


Mrs. Margaret Anderson Hay has 
been elected treasurer of Gottschaldt- 
Humphrey, Inc., Atlanta advertising 
agency. Mrs. Hay will continue in 
charge of space buying. 


Railroad Opens 
New “‘Travel to 
Mexico’’ Effort 


San Francisco, Cal., May 2.—The 
Southern Pacific Company has re- 
leased its 1935 “Travel to Mexico” 
campaign in national magazines, 
with copy making a special effort to 
persuade tourists to explore the 
country south of the Rio Grande, 
through an offer of an unusually at- 
tractive booklet. 

The magazines carrying the rail- 
road’s advertising include Atlantic 
Monthly, Collier’s, Harper's, Liberty, 
Literary Digest, National Geographic, 


News-Week, Scribner’s, Time, Vanity 
Fair and Vogue. 


Booklet Offered for Sale 


The booklet is offered for sale to 
the public. It relates “the high- 
lights of the story of Mexico, as it 
was and as it is today.” Exceptional 
mechanical work almost makes the 
booklet a collector’s item. 

The cover is an exact reproduction 
of an old Mexican blanket. The read- 
ing matter was compiled by T. Philip 
Terry, author of “Terry’s Guide to 
Mexico.” 


Illustrations are black and white 
lithographs and lithographs in color 
by Fred Ludekens, art director of the 
San Francisco office of Lord & 
Thomas, the agency in charge of the 
advertising. 


W. P. Downey Goes 
to Metropolitan 


W. P. Downey has resigned as ac- 
count executive with George N. Wal- 
lace Company, New York, to become 
account executive with the Metropol- 


itan Advertising Company, New 
York. 
Mr. Downey was formerly with 


Amos Parrish & Co., New York, pro- 
motion manager of the Los Angeles 
Examiner, promotion manager of the 
Curtis-Martin Newspapers, Philadel- 
phia, and for five years sales promo- 
tion manager of the New York Eve- 
ning Journal. 


WRDO to Yankee 


Station WRDO, Augusta, Me., has 
become associated with the Yankee 
Network. The network now has 12 
stations. 


®POPULAR FALLACIES OF ADVERTISING E®.,. 


“A Good Product Sells Itself’ 


ELECTRICITY is a good product and 
people want it. To make it more widely 
available is one of the tenets of the New 
Deal. Yet to induce the public to use 
electricity increasingly, this industry has 
found it necessary to spend $120,000,000 
during the past 12 years in national 
magazine advertising alone, not to men- 
tion its expenditures in newspapers, 
radio, booklets, house organs, envelope 


inserts, displays. 


As a result, the number of domestic 
electric customers has increased 117% 
since 1921. The average use of kilowatt 
hours per customer has increased 77%, 
while the average cost per kilowatt hour 
was decreasing 37% in that same period. 


Once people have electricity in their 


homes, it would 


certainly seem that 


they should make use of it, but it took 


$11,000,000 worth of magazine adver- 
tising (since 1921) to secure an 86% in- 
crease in the use of lamp bulbs... . and 
surveys show that the average home 
is not yet well-lighted. However, as a 
result of this increased market, the cost 
of bulbs came down 58% during that 
thirteen-year period. 


000 CIRCULATION 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. @Every business suffers 
likewise from fallacious thinking— 


lowered prices. 


salers. 


coal, ice, banks, railroads, whole- 


They likewise esteem a 


stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers 


Thus, it is evident that even in the 
case of the most desirable of commodi- 
ties, pressure is necessary to force the 
sale beyond a certain ‘“‘gravity market” 
and to obtain the volume necessary for 
The most efficient 
method yet devised for applying this 
pressure is advertising. 


NATION'S BUSINESS 


260, 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


This is one of a series of thirteen advertisements, now available 


in brochure form. Address, Nation's Business, Washington, D. C. 


JOINT CAMPAIGN 
SCHEDULED FOR 
SOAP, HOSIERY 


New York, May 2.—Gotham Silk 
Hosiery Company and Procter & 
Gamble Company will soon launch 
an unusual joint campaign in lead- 
ing national magazines, featuring a 
tie-up between two well-known na- 
tionally advertised products, Adjust- 
ables silk stockings and _ Ivory 
Flakes. 

Copy will make a special offer of 
a $1.15 pair of Adjustables for 50 
cents and three Ivory Flakes box- 
tops. 

The stocking angle of the copy will 
emphasize the prestige of the prod- 
uct as an exclusive, patented article, 
made by the largest manufacturer 
of branded and advertised hosiery, 
and never sold for less than $1.15. 

The soap angle will feature “stock- 
ing satisfaction,’ or in other words, 
the beauty and long wear resulting 
from Ivory Flakes washings. 

The joint promotion will be in 
effect a “sampling” campaign to in- 
troduce Gotham’s patented Adjust- 
ables to new feminine users through- 
out the nation. In addition, the 
campaign offers Gotham’s customers 
and agencies a basis for further pro- 
motional efforts of their own, 
through advertising in newspapers 
and other mediums, both during and 
after the national effort. 

The offer of a fine pair of silk 
stockings at a reduced price is 
viewed by Procter & Gamble as an 
inducement for women to try Ivory 
Flakes for washing silk hosiery and 
other delicate “washables.” 

Tropica, a new sun tan shade, se- 
lected by the fashion editors of 
Vogue, is the color of the hosiery to 
be featured in the advertisements. 
The Blackman Company, New York, 
is the agency. 


Reveals Salaries of 


Publicity Directors 


The Civil Service Commission 
“Official Register of the United 
States,” made public this week, lists 
salaries and wage payments of pub- 
lic officials, including a large number 
of publicity assistants now serving 
in Washington. 

Ward M. Canaday, director of pub- 
lic relations of the Federal Housing 
Administration, and president of the 
United States Advertising Corpora- 
tion, Toledo, receives $8,000 a year 
an the government. He has a staff 
of 29. 

Herbert Gaston, of the Treasury 
Department, and former night editor 
of the New York World, is listed as 
receiving $10,000 a year. Alfred 
Stedman, director, AAA information 
division, and former Washington 
correspondent of the St. Paul Pio- 
neer Press, receives $9,800 annually. 


Announce Rates for 
Tabloid Sections 


Rates have been announced for 
Saturday tabloid comic section sup- 
plements of the Arkansas City, Kan., 
Traveler, Independence, Kan., Re- 
porter, Grand Island, Neb., IJnde- 
pendent, and the Sunday tabloid 
comic section supplements of the 
Pittsburg, Kan., Headlight-Sun and 
Shawnee, Okla., News. The supple- 
ments are in four colors. 

The group rate, additional to black 
and white rate, is ten per cent; if 
entire group is not used, the charge, 
additional to black and white rate, 
is 20 per cent. Full pages or half 
pages are available. 

N. E. A. Service, Inc., Cleveland, 
and the Comic Section Advertising 
Corporation, New York, are handling 
the section. 


Blanchard Joins 


Quigley Company 

Myron H. Blanchard has joined 
Quigley Company, Inc., New York, 
maker of industrial specialties, in 
charge of publicity and advertising 
of Hytempite, Insulbrix, Q-Chrome, 
Mono-Line, MHearth-Crete, Quigley 
Acid-Proof cements, and other prod- 
ucts. 

A. L. Diederich has also joined the 
company as assistant to the manager 
of the fire brick and insulating brick 
department. 
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Consider the Breeches Buoy 


Shipwreck! The coast guard on the shore beyond 
the breakers! A shot over the rigging! And 
the breeches buoy that hauls passengers and crew 


to safety! 


Sounds easy — but wait. Let’s see how it works. 
You ought to know about it anyway. It might 
save your life some day. Like what to do till the 


doctor comes. 


That shot over the rigging carries a line. You pull 
on that as fast as you can until it brings aboard a 
tail-block with an endless whip-line rove through 


it. You make that block fast to the mast and signal. 


Then you haul on the whip-line until it drags 
aboard the end of a three-inch hawser. You make 


that fast. Then, along the hawser, you haul the 


THE 


breeches buoy—and it’s women and children first. 
You should market your goods the same way. 


First, the shot, which is The New Yorker. That carries 


the shot-line——New York —stores and customers. 


New York drags after it the tail- block — the buyers 


in the leading stores in 40 other trading centers. 


Through that block is rove the whip-line—the alert, 
responsive readers of The New Yorker in those 
centers where 60 to go percent of all retail sales 


are made. 


Then the hawser—the smaller towns and villages. 
And last the breeches buoy—the national market 


which carries you to success. 


NEW YORKER. 


25 WEST 45th STREET ¢ NEW YORK 


Po ee 15 : ; 
EA ORR A aN AE RN A RRR SR A RR NI A RR RR I NN RE tt BN AR TE RRR AES MOR RR SRA RR RN RAMA RS RRR I POR aN é | 
4 / / Zenesoremnre . f 
a—S~ ate (/ we fume eS os 
SS AN te : ' 
A —< a 
| ed 2; A , 
a = -. Kes ee ® $) | 
y }) )) 4 KS Bi : 
H Vy) 5a WY) 4 ” ae ge) 
\\ aes S i 
‘ny AO oll St ; 
} 4 — : yas 
1 \ | | r 
xa SPP mwan ms //] FLY a 
- accom ; a 
y WH —s Soe oo 
ll } £ wo, ot <e amen 
: ff Ex me (¢] eo ay, algae 
t p eH (f ee 
, y © = WF o =—E (0) ——_—— 1] \ Bae 5 as 
,, ty 5 wh S» TS lar P : 
qo A 1] we o— | (a 3 | 
‘ ye \ BA "SH OR X44) ~— aa 
“a oa Y w - —— % ow , cae 
i. A * et | : 0 4 as ~ ’ tbe ae 
: aa , ss me poe 
h- —_ ) —. Y ae ai se es = 
i ZS ee MM ioe: ( ees 
: ae /( Pe @ | ut 
n, YD Yi 
rs * ; Y) a Ae, i 
ad — Z 0.SOGLOW ty 
lk ; 
is palette 
‘y Ser 
se. Gigli 
of ae ae 
to sais a 
k, ice te 
rs : oe i ace : 4 
on ve ae 
sts sie a 
ib- reer 
er CS ee 
ng 
1b- ¥ 
ng 
he 
aff ie 
ry ee : 
tor j 
as Se 
red : 
ion ane 
fon 
»i0- " 
a a eee - 
ms " . 
f 
for - 
up-  & 
in., : i 
Re- as 
de- eae 
oid eee 
the see 
and ne Bet 
ack pili 
: ie 
ge, 
ate, 
ialf oe 
ind, | 
ing I 
= ee ee | 
ny : 
ned 
ork, : 
in ‘ 
sing 
me, 
zley 
rod- i: aie 
Be 
the < Tt 
ger { 
rick XU 
tat eae Sie ot gee ae aes es es oe iG oe ae oe ae ie vey. ier eee att Raters (Si an ge ees ee tees ss SR sree REN, eae ae acest i) 
a 
RSE io sg aa Rte See BAe eeeey So rea a Fay ere a my Pe S) Be here See a er a eae ae SEN OE IRE ort NR Sa RE So Ne ott Pho Sh ae A eee pees sae Seen part. Bate it aati ae ere 5 Spe ine hoae at ace he a Pe ES Fe mg ers ces se 2 ses =. " ae = ‘i re eee 


16 


ADVERTISING AGE May 6, 1935 Mz 


consumption 
matched 
income! 


RADIO STARS - MODERN ROM < 
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BUT IT DOESNT! | 


‘ Paty You can sell more groceries to 1,000 fam- or 
Pa ilies with $10.00 apiece than you can to 1 : 
a ae! family with $10,000.00. 

x Although the capacity of the human 
= i a <a stomach varies greatly in a single indi- 
ye , shai vidual and between different individuals, 
eae Pe ey even this unique organ cannot match its 
bao PE an, ee RR consumption with the purse of its wealthy 
Bits ie eee owner. So, in measuring food markets the 

eS eee Rose ee “wealth” factor is quite unimportant. In- | 
J Spices tas 25 at oe stead, the quantity of food consumed can 


be measured pretty much in terms of quan- 
tity of people. This is one of the reasons 
more and more food advertisers are using 
economically-priced, mass-getting media 
which appeal to the 21 million families 
(78% of all families) in the United States 
with incomes under $3,000.00. 


To do a job in the group field MODERN 
MAGAZINES is the first choice of most of 
these advertisers. Reaching a Tyro House- 
wife Market, this leading group places 80%, 
of its circulation in the under-$3,000 class. 
Consisting of three non-competing maga- 
zines, Modern Screen - Radio Stars - Modern 
Romances... itis the only group composed 
entirely of leading publications. 


* 
MODERN MARKET FACTS 


4h 


WITH 


INCOMES 


UNDER 
$3,000 
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KELLOGG'S CORN FLAKES... 
ANOTHER NEW ADVERTISER 
FOR THE TYRO HOUSEWIFE 
MARKET IN MODERN MAGAZINES 


FLAKES 
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COINS ‘HAPPY 
MOTORING AS 
NEW GAS APPEAL 


(Picture on Page 31) 

New York, May 1.—After a study 
of business indices, especially auto- 
mobile production and sales figures, 
which indicated that a pleasure ap- 
peal would be in tune with rising 
spirits of consumers, Standard Oil 
Company of New Jersey has started 
a new advertising campaign devoted 
to “Happy Motoring.” 

Improved sales of automobiles in 
the middle price brackets was inter- 
preted as evidence of an increasingly 
effective luxury appeal. In the new 
advertising drive, Standard of New 
Jersey and affiliated companies are 
aiming directly at this growing pleas- 
ure appetite by pointing out that mo- 
torists patronizing Esso stations and 
dealers will receive the joys of trou- 
ble-free and smooth car operation. 

For several years the Standard Oil 
companies of New Jersey, Louisiana 
and Pennsylvania and Colonial Bea- 
con Oil Company, as “Esso Market- 


ers,”” have been working to uniformly 
identify their outlets. The new ad- 
vertising messages will climax this 
work by impressing the thought that 
patronage under the Esso sign re- 
sults in “Happy Motoring.” 

About 30,000 stations in 18 states 
and the District of Columbia now 
display the Esso sign. The advertis- 


ing campaign is running in 650 news- 


papers. Along the highways Esso 
Marketers will use 1,200 painted 
bulletin boards and 3,500 poster 
boards. Colorgravure and rotogra- 


vure will be used in some cities. 
Direct mail and point of sale mate- 
rial supplements the general effort. 


Join Ferry-Hanly 


John Kent Boyd, formerly adver- 
tising manager of the Pittsburg & 
Midway Coal Mining Company, Kan- 
sas City, and Marshall Gieseke, for- 
merly a salesman for Burger-Baird 
Engraving Company, Kansas City, 
have joined Ferry-Hanly Advertising 
Company, Kansas City, as account 
executives. 


Simplicity Appoints 

Simplicity Mfg. Company, Port 
Washington, Wis., has retained Ad- 
vertisers’ Service, Inc., Milwaukee, 
to handle its account. Formerly 
using only one business publication, 
the company is planning to increase 
its advertising activity. J. W. Mar- 
tin is contacting the account. 


JOINT EFFORT 
FOR AIRPLANES 
IS ADVOCATED 


New York, May 2.—-With engineers 
promising airplanes that are safe 
and can be purchased by persons of 
intermediate means, the aviation in- 
dustry should undertake some coop- 
erative program of finding new buy- 
ers for its products, Charles J. Cuta- 
jar, agency owner, advised in a talk 
before the aeronautical division of 
the American Society of Mechanical 
Engineers here this week. 


Submitted to the organization in 
outline form, the proposal won ac- 
claim and resulted in the group’s 
recommendation that it be taken up 
with the Aeronautical Chamber of 
Commerce. 

Mr. Cutajar expressed the belief 
that manufacturers of airplanes for 
private and business ownership could 
benefit to a greater extent than those 
of most other industries by coopera- 
tive sales promotion and advertising. 
They are particularly in need of pub- 
lic education, finding out what makes 


IN 


23.000 
ADVERTISERS 


ONE PUBLICATION 


N round numbers, 23,000 advertisers used the 
columns of The Christian Science Monitor dur- 


ing the past twelve months. 


(This does not in- 


clude classified advertisements.) Included in this 
clientele are Retailers, Manufacturers, Banks, 
Schools, Hotels, Railroads, Steamship Lines, Air- 
ways and various other groups. Every state in the 
Union is represented: 32 countries overseas. Why 
does this great number of advertisers choose the 
Monitor as an advertising medium, and why does 
the number increase from year to year? Many of 
them would tell you that it is because of the cor- 
dial welcome which Monitor readers extend to 
Monitor advertisers — their immediate, friendly 
response and continued interest. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


¥ 


AN 


London, Paris, Geneva, 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, Miami, 


Milan. 


INTERNATIONAL DAILY NEWSPAPER 


cit 


TO-DAY 
IS A GOOD TIME 
TO PLAN FOR 
YOUR NEXT CAR 


Figure your cost per mile — 
deposit according to mileage 
each week, in o Beneficial 
Savings account—then when 
the time comes to buy your 
new car, a cash fund will be 
available. One dollar will start 
an account 


BANKS TIE IN WITH AUTOMOBILE 


BUYING 


vt ACA NA 


ENEFICIAL SAVING FUND 


826 E.ALLEGHENY AVE.- 1200 CHESTNUT STREET - BROAD ST.& SNYDER AVE. 


Newspaper copy for Beneficial Saving Fund, Philadelphia, which 


@ new car. 


suggests making "mileage" deposits as an easy method of getting 
Richard A. Foley Advertising Agency is in charge. 


a prospect for the sale aside from 
the ability to pay and of persuading 
such people to declare themselves 
in greater numbers than at present. 
The job is too big for any single 
manufacturer, he said. 

As to the future product, Mr. Cuta- 
jar was circumspect. He pointed out 
that there must be close cooperation 
between the engineers and the adver- 
tising-research groups, for with new 
improvements coming forward in 
rapid succession, caution against 
heavy inventories of manufacturing 
equipment has been a restraining in- 
fluence. He referred to “reaching for 
a Lucky in New York and asking 
for a match in Chicago” and to planes 
that outwit the receptionist by tak- 
ing one through the window of the 
private office. 


Suggests Central Bureau 


Lowering of operating costs each 
year is making private and business 
flying available to greater numbers, 
though the Federal Aviation Com- 
mission estimates but 2,500 privately 
owned planes now. There was a gain 
in sales last year of 33 per cent and 
a similar one is expected this year, 
Mr. Cutajar said. 


A small portion of the individual 
manufacturer’s sales promotion ap- 
propriation should be put into a com- 
mon fund as a start to widening the 
market for airplanes, Mr. Cutajar 
declared. Amateur activities should 
be encouraged for the indirect public 
education they provide. This work 
of encouragement should be spon- 
sored by a central bureau, which 
would disseminate information lead- 
ing to a more intelligent understand- 
ing of the advantages of owning a 
plane. 

To identify likely prospects, Mr. 
Cutajar pointed out that probably 


the truest denominator will be one 
of personal temperament and char- 
acteristics, especially love of action 
and speed. A research bureau, coop- 
eratively operated, would search out 
these people, passing its classified 
and indexed lists on to manufac- 
turers. 

Cooperative effort to induce the 
prospect to step forward and iden- 
tify himself was also recommended 
by Mr. Cutajar. The industry’s ad- 
vertising should be for inquiries. A 
complete booklet on flying and air- 
planes should be available. Souve- 
nirs of interest only to flyers or those 
who wish to fly could be used to pull 
inquiries and make inquirers fill in 
questionnaires indicating their worth 
as a prospect. 

Statistics and information on sales 
should be compiled so that the trend 
of what the consumer wants would 
be made known to manufacturers, 
Mr. Cutajar maintained. Coopera- 
tive show rooms at airports would 
also increase sales to present own- 
ers and non-owners, he said. 


Fights Patent Pools 


The American Economic Founda- 
tion has been formed for organizing 
opposition to abuses of patent mo- 
nopolies, patent pools and royalty 
“dictatorships” in restraint of trade. 
Offices have been established at 20 
Exchange Place, New York. Percival 
White is director, and Warren M. 
Persons is consulting economist. 


College Papers Appoint 


Twenty-four additional college 
newspapers have appointed the Na- 
tional Advertising Service, Inc., 
New York, their exclusive advertis- 
ing representatives. The organiza- 
tion represents more than 200 other 
college papers. 


Hind 
Sight! 


answer: 


- no trick to call the turn on the ticker 
after the “market finals” are out. That long 
shot at Hialeah is easy to pick after the pink 
extra hits the streets. 

But how many buyers of ad-electrotypes, ster- 
eotypes, nickeltypes and so on—can point to 
an .unsullied record of always choosing the 
right source of supply? 

In all modesty and frankness here’s the 


Those who, through many years, have consis- 
tently depended upon P.& A. for their needs. They 
can look back on the years and tell you their 
choice of supply was excellent. Proof? Come up 
and see us some time. We'll give you a list of 
their names. The latch-string is always out. 


Partridge & Anderson Company 


Electrotypes - Nickeltypes - Stereotypes - Matrices 
712 Federal Street - Chicago 
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MOVIE PRODUCERS 
DECLARE WAR ON 
SPONSORED REELS 


New York, May 1.—Movies are 
movies and advertising is advertis- 
ing, and never the twain shall meet, 
the Motion Picture Producers and 
Distributors of America asserted last 
week, in a resolution declaring war 
on sponsored advertising reels. 

The resolution, passed at the an- 
nual meeting of M. P. P. D. A. direc- 
tors, forecasts definite action by the 
industry to prevent advertisers from 
extracting some of the silver from 
the silver screen. 

“Much concern,” it states, “is felt 
over the reports that various proj- 
jects are now under way aimed at 
injecting advertising films into en- 
tertainment programs, and the as- 
sociation will conduct a study of the 
matter. A report and recommenda- 
tions will be presented at a later 
date. 

“The motion picture theater is 
and should be reserved exclusively 
for entertainment. The motion pic- 
ture theater screen is not a proper 
medium for advertising, whether 
this be by direct presentation of out- 
right advertising films, or by some 
indirect efforts to present advertis- 
ing films under the guise of enter- 
tainment.” 


Recalls Old Excitement 


About three years ago press and 
public launched a wide-spread pro- 
test against the practice, Motion Pic- 
ture Herald recalls, adding: “The 
public complained that it was paying 
admission to witness entertainment, 
not advertising ‘blurbs’; the press 
charged unfair competition on the 
grounds that money was being di- 
verted by national advertisers from 
advertising in the press to the 
screen.” 

Then, too, it is pointed out, dis- 
tributors are worried because adver- 
tising films take screening time or- 
dinarily devoted by exhibitors to reg- 
ular motion pictures, with conse- 
quent drop in revenues. 

“Some of the large companies 
themselves participated in the pro- 
duction and exhibition of sponsored 
reels three years ago,” the magazine 
states, “but this time production is 
in the hands of the so-called non- 
theatrical or advertising film pro- 
ducer, who solicits theaters for 
screen time on behalf of national ad- 
vertisers, giving the film free of 
rental charge, and, in many cases, 
paying the exhibitor for showing it.” 


Scholl Foot Health Week 
to Be Staged June 15-22 


The nineteenth annual Dr. Scholl’s 
Foot Comfort Week will be con- 
ducted June 15-22, the Scholl Mfg. 
Company, Inc., Chicago, maker of Dr. 
Scholl’s Foot Comfort appliances and 
remedies, has announced. The event 
will be the largest yet attempted by 
the company. 

A series of window trims has been 
prepared for shoe, department, and 
drug stores. Merchants will also be 
supplied with streamers, window 
posters, counter display cards, and 
mats and electrotypes for newspaper 
advertising. 

The special week will be promoted 
through an extensive consumer ad- 
vertising program in national maga- 
ziness and newspapers throughout 
the country, and over the Mutual 
Broadcasting System. 


Roma Wine Appoints 
J. Walter Thompson 


Roma Wine Company, Inc., Lodi, 


Cal., has appointed the San Fran- |’ 


cisco office of J. Walter Thompsow 


ms Company to direct a comprehensive 


program—embracing advertising, re- 
search and merchandising, as a step 
toward development of nationally ad- 
vertised brands of California wines. 

The program will be separate 
from the company’s pro rata con- 
tribution to the California Wine In- 
stitute, which will be continued as 
at present. 

Walter N. Hancock was recently 
made advertising manager and as- 
sistant sales manager of the Roma 
Wine Company. 


QG8S by: Some advertisers are still 
looking on at the greatest 


performance in the history of non-fiction magazine pub- 
lishing, and meanwhile an exceptional advertising op- 
portunity...many have termed it the greatest in the field 
today...is being missed @ THE AMERICAN HOME is 
this parade, and these are its high spots: 


@ A complete home service magazine of intimate appeal and 
unparalleled usefulness to both men and women home hobbyists. 


@ A 104% gain in net paid circulation in two years, from 294,000 
(April 1933) to over 600,000 (April 1935) without boy sales, short 
terms, premiums, arrears, or inducements of any kind...a circu- 
lation structure altogether unprecedented in soundness until the 
advent of THE AMERICAN HOME. 


@ A leader on more lists, we believe, either in volume of returns 
or low cost per inquiry, than any other magazine in proportion to 
number of accounts carried (we invite any magazine to match its 
record against that of THE AMERICAN HOME). 


@ An average monthly gain of 107% in advertising for the past 
twelve months over the preceding year...a greater gain than any 
other magazine in any field. 


@ An action magazine, where every page stimulates buying 


and where manufacturers find only those who want to buy. 


Smart money is going into THE AMERICAN HOME these 
days. Present advertisers are doubling, tripling, and 
quadrupling their expenditures with us on the basis 
of results produced @ Would you keep a Babe Ruth 
on the bench simply because all the positions on the 
team were filled? @ When will you join the parade? 


THE AMERICAN HOME 


Published by Country Life - American Home Corporation 


NEW YORK - BOSTON - CHICAGO - SAN FRANCISCO - LOS ANGELES - SEATTLE 
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: THE ART OF 

* DISTILLATION: § 
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i A Treatife of the: choifeft Spagyricall § 


; Preparations pertormed by way of Diftillati- j 
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call Authors of feverall Languages, andpartly 
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Mis whom we now recognize as 


the original chemical engineers undoubtedly looked upon John 
French's treatise in 1651 much as today’s chemical engineers look 
upon Chem & Met. It listed under the guise of ‘hard words” and 
“‘tearms of art’’ 50 unit operations, rivaling in variety, if not in 
scope, Chem & Met's classification of unit processes a year ago. 


Distillation has gone a long way in the intervening years as have 
the other unit operations of chemical engineering. The develop- 
ments of the last 25 years have been so revolutionary and so constant 
that chemical engineering is referred to as one of our most youthful 
sciences. Fundamentally, there is no great difference in the theory 
of chemical engineering now and 400 years ago. It is the continuous 
application of new equipment that distinguishes today’s industry 
from yesterday's labored pioneering. 


It is interesting to note the fundamental similarity of the definitions 
of chemical engineering in the last four centuries. Dr. Phillipus 
Aureolus Theophrastus Paracelsus Bombastus Graf von Hohenheim 
historians call him Paracelsus) said in the 16th century: 


*‘Now transmutation is that a thing shall lose its form and appearance and 
be changed. .. . As, for instance, when clay becomes stone or cloth becomes 
paper, and the like. After this it is also highly necessary to know the 
degrees and steps of these transmutations and how many they may be. 
Such steps are not more than seven, as follows: Calcination, Sublimation, 
Dissolving, Putrefaction, Distillation, Coagulation, and Coloration.” 


And this definition by a group of English technicians in 1879: 


“A chemical engineer is a person who possesses chemical and mechanical 
knowledge and who applies that knowledge to the utilization on a 
manufacturing scale of chemical action.” 


Chem & Met defines chemical engineering as the science of pro- 
ducing in commercial volume the products of our modern chemical 
laboratories — products such as soap, paper, rayon, rubber, paint, 
plastics, fertilizers, petroleum, drugs and the like. The great strides 
in the processing of products of this kind have been made by 
chemical engineers. It is chemical engineers who read Chem & Met, 
the publication that keeps them informed about contemporary 
developments in chemical engineering everywhere. An instance 
of how well it succeeds in this mission comes from Germany. 
When Hitler, offended by a Chem & Met editorial eulogizing Fritz 
Haber, a noted chemical engineer, ruled the publication out of the 
Fatherland, chemical engineers throughout the Republic put up a 
protest that recalled the exclusion ruling. 


When readers want a publication it is hard to 
keep it away from them. It should be hard also 
to keep aavertising out of such a paper. 


CHEMICAL & METALLURGICAL ENGINEERING 
A McGraw-Hill Publication 
330 West 42nd Street, New York, N.Y. 


FACA TIGHTENS 
REGULATIONS ON 
CO-OP PROMOTION 


Washington, D. C., May 2.—Fol- 
lowing hearings held in March the 
Federal Alcohol Control Administra- 
tion has announced a tightening up 
of regulations relative to coopera- 
tive advertising and advertising al- 
lowances, effective May 19. 

The regulations now promulgated 
in the form of approved amend- 
ments affect the codes of fair com- 
petition for the distilled spirits in- 
dustry, the distilled spirits rectify- 
ing industry, the alcoholic beverages 
importing industry, the alcoholic 
beverage wholesale industry and the 
wine industry. 

FACA Director Joseph H. Choate, 
Jr., declared this week that each of 
these codes formerly contained a 
provision authorizing members of 
the respective industries to pay 
trade buyers for advertising and dis- 
tribution services, under certain con- 
ditions. 

Complaints then reached the 
FACA that in many instances re- 
tailers had threatened to discontinue 
handling certain brands unless re- 
bates were paid. The code pro- 
visions were being used in justifica- 
tion of demands for advertising al- 
lowances, it is pointed out. The new 
amendments are designed to stamp 
out such abuses. 

The amendment to the section of 
the distilled spirits industry code 
dealing with advertising and dis- 
tribution service forbids an industry 
member to pay, credit, or otherwise 
compensate a trade buyer for any 
advertising, display, or distribution 
service furnished by a trade buyer 
for or on behalf of the member of 
the industry, or to furnish any ad- 
vertising, display or distribution 
service to or on behalf of a trade 
buyer. 


Exceptions Listed 


The amendment, however, does 
not prevent industry members from 
advertising their products, and in 
connection with the advertisement 
setting forth the names and ad- 
dresses of wholesale and retail es- 
tablishments where such products 
may be obtained; or furnishing to 
trade buyers signs advertising only 
the industry member or his prod- 
ucts. 

Similar language is used _ in 
amendments for codes for the other 
five industries. 

Under the amendments, payments 
or allowances for special advertis- 
ing or distribution services rendered 
within 30 days from May 19, pur- 
suant to contracts on file with the 
appropriate code authority before 
May 19, are permissible. 


Toronto Adwomen 
Elect Officers 


Mrs. Barbara J. Lowrey was 
elected president of the Women’s Ad- 
vertising Club of Toronto at its sec- 
ond annual meeting April 29. For 
seven years Mrs. Lowrey conducted 
“Radio Shopping News” over a To- 
ronto station, and was the first wo- 
man in Canada to write and per- 
sonally broadcast her own commer- 
cial program. 

Margaret Brown, Marketing, was 
chosen vice-president. Margaret Find- 
lay, of E. H. Dickinson, Ltd., poster 
advertising, was elected secretary, 
and Doris Trowell, Canadian Daily 
Newspapers Association, was elected 
treasurer. 

Elected as directors were Irene 
Latimer, Toronto Globe; Mrs. Hilda 
Hatcher, McLaren Advertising 
Agency, and Rhoda Scanlon, Excel- 
sior Life Insurance Company. Mabel 
Stoakley is the retiring president of 
the women’s advertising club, said 
to be the only one of its kind in 
Canada. 


Weller to B-D-C 


Earle V. Weller, past president of 
the San Francisco Advertising Club, 
and recently a director of Pacific 
Advertising Agencies Association, 
has joined Bowman, Deute, Com- 
mings, Inc., San Francisco, as vice- 


president. 
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sianmicorsottrere’ he Newspapers ofthe United States 


One of the pieces of copy advertising advertising which are now ap- 

pearing in newspapers throughout the country. The series was pre- 

pared by the Bureau of Advertising of the American Newspaper 
Publishers Association. 


Warnecke to Chicago 


Harvey W. Wernecke, formerly of 
the sales staff of McGraw-Hill Pub- 
lishing Company, has joined the Chi- 
cago sales force of General Plastics, 
Inc., North Tonawanda, N. Y., maker 
of Durez molding material. His 
office is at 221 N. LaSalle St. 


West Bend Appoints 


West Bend Aluminum Company, 
West Bend, Wis., has appointed Hoff- 
man & York, Milwaukee, to handle 
its advertising. The company makes 
a line of metal products, including 
utensils, giftware and premium 
goods. 
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May 6, 1935 


ADVERTISING AGE 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 746. St. Louis and Its Great 

Market, the Billionarea. 

This St. Louis Post-Dispatch book- 
let contains a complete review of ad- 
vertising lineage placed in St. Louis 
newspapers in 1934. The lineage is 
grouped in classifications. The book- 
let also offers market data. This 
booklet is the newspaper’s 15th an- 
nual presentation of information 
about St. Louis. 


No. 747. Newspaper Reading Habits 
of New Car Purchasers in Iowa, 
1934. 

Each new car purchaser in Iowa 
during 1934 was asked to state the 
names of daily and Sunday newspa- 
pers read regularly, and the name 
and address of the dealer from whom 
the car was purchased. The Des 
Moines Register and Tribune pre- 
sents the survey results. 


No. 748. Do the Very Wealthy Read 

Advertisements? 

Country Life answers the ques- 
tion. Statements from advertisers 
are presented alongside pictures and 
charts depicting the wealth and con- 
suming power of the estate owner 
market. 


No. 671. Radio, as a Cultural Force. 

William S. Paley, president of CBS, 
outlines in this booklet the progress 
made in recent years in the use of 
radio for cultural and educational 
purposes. The philosophy of CBS in 
that respect is interestingly treated, 
and the booklet touches on the prob- 
lem of possible legislative direction of 
radio. 


No. 677. 1984 Distribution of True 
Story Oirculation. 


The advertiser should find this 
breakdown informative and valuable. 
Based on total distribution for the 
February, 1934, issue, statistics are 
given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
booklet also shows distribution of 
leading women’s magazines by city 
size groups. 


No. 676. More Facts on Radio Lis- 
tening by Income Levels from CBS. 
CBS reveals findings of a coast-to- 

coast radio survey involving 88,462 
personal house-to-house calls. Ex- 
tremely interesting are statistics on 
total radio ownership, periods of 
daily listening by the “Clancys” and 
the “Delanceys,” ownership of extra 
sets and automobile radios, percent- 
age of sets in working order. All 
figures are broken down by income 
classes. 


No. 717. The Household Searchlight. 

Household Magazine pictures in 
this brochure the operation of the 
Household Searchlight, the publica- 
tion’s testing institute, where 138 
nationally advertised products are 
now being tested in a home setting. 


No. 674. Proof of Leadership. 

This folder furnishes statistics on 
results of a survey made in 25 cities 
to discover the preferred magazine 
covering the automotive field. Ac- 
tual photographs of establishments 
receiving Motor magazine add inter- 
est to this circulation breakdown and 
analysis. 


No. 678. Winsted Ledger and Win- 
sted Bond. 

Two handsome sample books of the 
Rising Paper Company displaying 
sample weights of Winsted Bond, 
new cockle surface sulphite bond pa- 
per, and Winsted Ledger, new sul- 
phite ledger paper. Complete data 
is presented. 


No. 702. Who’s Who—and Where. 

Retail and wholesale drug route 
list, for Syraeuse, N. Y., and cities 
and towns within 16 counties. Com- 
pounded by the Syracuse Post-Stand- 
ard, 


Utility-Dealer Drive 
Raises Attendance Sales 


Following inauguration of a sales 
campaign by the Birmingham Elec- 
tric Company, featuring an offer to 
charge only half price for all in- 
creased consumption of electricity, 
sales of electric appliances have been 
greatly stimulated in the area served 
by the company. 

Eighty electric dealers were en- 
listed by the utility in the coopera- 
tive sales campaign, for which the 
slogan is, “Step up in the joy of liv- 
ing and step down in electric rates.” 
Low operating costs on newly pur- 
chased appliances are cited. 


Rep Office Moved 


The Chicago office of Frost, Landis 
& Kohn, publishers’ representatives, 
has been moved from 35 E. Wacker 
Drive to 360 N. Michigan Ave. 


Text Book on 
Advertising in 
Third Edition 


New York, May 2.—Indicating the 
broad general interest in advertis- 
ing, the third revised edition of “In- 
troduction to Advertising” has been 
published by McGraw-Hill Book 
Company. The authors are Arthur 
J. Brewster, head of the department 
of advertising and selling, College of 
Business Administration, Syracuse 
University, and Herbert H. Palmer, 
his assistant. 

The first edition of “Introduction 
to Advertising” came out in 1924, 
the authors giving this picture of 
their objective: 


“It was our belief then as now 
that all young men and women pass- 
ing through secondary schools and 
colleges, whether they intended to 
make advertising their careers or 
not, should know something about 
this fascinating and highly impor- 
tant subject. 

“Proof that educators have become 
cognizant of these facts is found in 
the increasing number of institutions 
in which advertising courses have 
been added to curricula. Moreover, 
instructors have realized that while 
advertising is a practical subject, it 
leads into many avenues of study 
and research that have high cultural 
value. History, economics, psychol- 
ogy, sociology and other fields of 
scientific and speculative knowledge 
border on and in some cases overlap 
the field of advertising.” 


Lysol to Start 
New Radio Series 


A new series of radio programs, 
“Rhythm at Eight,” will be broadcast 
weekly over the Columbia network 
starting Sunday, May 5, in the inter- 
ests of Lysol disinfectant. 

The broadcasts will feature Ethel 
Merman, Ted Husing, and Al Good- 
man’s orchestra. The commercial an- 
nouncements will be addressed to 
modern housewives anxious to keep 
healthy homes. The Lysol account is 
handled by Lennen & Mitchell, Inc., 
New York. 


Names Dallas Agency 

The Continental Supply Company 
has appointed Brennan, Brown & 
Co., Dallas advertising agency, to 
handle its advertising. Domestic 
and foreign business publications 
will be used. 
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The cow is untutored in market researches, 


Her world is the pasture, her shelter the birches, 


Confronted with tests on supply and demand, 
She'll chew on her cud and just won't understand. 
Although mentally slow (she is far from the quickest), 


She instinctively knows ..... 


And unfailingly goes 


To the spot in the field where the clover is thickest. 


To those who do know market researches, supply and demand, etc., TIME 


will gladly supply new and significant data on U.S. retail outlets, state 


by state, showing clearly the Grade A stores where the sales-clover is 
thickest. (N.B. TIME readers are Best Customers of these Grade A stores.) 
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Provide over 
42,000 contacts 


for contracts 
s 


in the field of 
civil engineering 
and construction... 


In the field where $14,000,- 
000,000 worth of urgently 
needed construction work is 
to be done in the next few 
years... 


In the field in which most 
of the $4,000,000,000 author- 
ized by the bill recently 
signed by the President, will 
be expended to accelerate the 
recovery movement . . .« 


Direct contacts, continuous 
contacts, via the combined 
use of Engineering News- 
Record and Construction 
Methods, with more than 
42,000 of the engineers and 
contractors who will design 
or bid on every type of job 
which comes under the head 
of civil engineering and con- 
struction .. . 


Waterworks . . . sewers ..- 
bridges . . . streets and roads 
... earthworks .. . drainage 
. .. irrigation . . . industrial 
buildings . . . commercial 
buildings . . . public build- 
ings . . . in fact, all kinds 
of construction work financed 
by federal, state and munici- 


Getting Personal 


Carolyn Van Winkle has whispered the sweetest story ever told 
to George Edward Wendle, of the United Advertising Corporation's 
Newark office. Miss Van Winkle is a recent graduate of Pine Manor. 
Her fiance was graduated in °31 from Stevens Institute of Tech- 
nology. . . 


Proving that the best things in life do not come singly, Arthur Brew, 
BBDO, has acquired a wife and a new job in the space of one week. 
He was married last week to Kay Taylor, who resigned from the BBDO 
clerical staff, and this week he transferred his space buying activities 
from New York to the agency’s Chicago office. . . 


John Forsman, of C. H. Forsman Company, sailed last week-end to 
play in the British National. While abroad he will spend some time 
in Paris on business. . . 


John F. McQueeny, president of the Strawberry Hill Press, is not 
yet sufficiently recovered from the birth of his first child, a boy, to 
give an interview on the subject. . 


John W. Bray, Jr., Jergens Woodbury sales executive, and the 
former Catharine Anne Hayes, are honeymooning in Bermuda. They 
will reside on their return at 118 East 54th. . 


B. C. Forbes, the magazine publisher, is sharpening up his sense 
of humor by way of preparation for the job of judging contributions for 
the 1935 edition of the “Bawl Street Journal,” to be issued May 24. 


William B. Warner, president of the McCall Corporation, is the 
highest paid magazine executive in the country, according to reports 
so far received by the Securities and Exchange Commission. His 
percentage of profits in 1934 nearly equalled his salary. John Sterling, 
McCall vice-president, while receiving less than half as much as his 
boss, is included in the top salary group. George Horace Lorimer’s 
salary of $100,000, of record for some time, puts him between the two 
McCall men. . . 


George L. Mentley, new Frosted Foods institutional sales manager, 
holds a transport license and is one of a small group of pilots with 
more than 7,000 hours’ flying experience. He served 22 months with 
the A.E.F. in France as a captain of aviation, and was in charge of 
testing at the Tours airdrome.. . 


To symbolize appreciation for his services while president, the 
American Newspaper Publishers Association at a testimonial dinner 
last week presented Howard Davis, New York Herald Tribune, with a 
Georgian silver coffee service. Chas. H. Taylor, Boston Globe, presided 
at the ceremony... 


F. B. (“Fritz”) Ryan is tuning his speedy 60-footer. He will use 
it again this year for week-end commuting to his country home at East 
Hampton, making the trip from office to home in something less than 
four hours. . . 


Friends and former newspaper associates of Willard E. Bowman, 
recently appointed publicity director of L. Bamberger & Co., Newark, 
N. J., gathered at the Newark Athletic Club April 24 to do him honor. 
. . Malcolm Dewees, manager of the San Francisco office of Kelly, 
Nason & Roosevelt, is telling the world about his new son Peter, who 
weighed seven pounds eleven ounces when he joined the family. . 


Edward C. Donnelly of John Donnelly & Sons, Boston outdoor 
firm, is impatiently awaiting the advent of June, when he will lead 
Mary Curley, daughter of the Massachusetts governor, to the altar. 
Mr, Donnelly is a lieutenant-colonel on the staff of his future father- 
in-law... 


John Kendall Wolever, head of the Wolever Advertising Company 
of Montreal, picked Easter Sunday for an elopement with Margaret 
Elizabeth Sisto of South Orange, N. J. After a civil ceremony in Har- 
rison, N. Y., they returned to Gotham for a religious ceremony. . . 


The works and life of Fulton Oursler, Liberty editor, as presented 
in a full page in the Boston Herald a couple of months ago, were used 
this week by the Boston Advertising Club to stir interest in the edi- 
tor’s talk before the club. . 


Once again this year Bill Kraus of Needham, Louis & Brorby is de- 
voting his talents to making the annual Boy Scout circus, to be held 
at the International Amphitheater, Chicago, May 17-18, a success. Bill 
is directing one of the main events. . 


Three principals of John Falkner Arndt & Co., Philadelphia agency, 
are now active committée members of the local Chamber of Commerce. 
John F. is serving on the retail merchants’ committee, David B. on 
the membership committee, and Robert N. D. on the Americanization 
committee. 


A. M. A. Conference Ingram to Railroad 


DISCLOSE SUMS 
PAID TO QUINTS 
BY ADVERTISERS 


Pathe Contributes 979,740 
Dimes to Sisters’ Banks 


Toronto, Ont., May 2.—First au- 
thoritative figures for advertising 
contracts involving Dionne quintup- 
lets tie-ups have been revealed, in a 
tabulation filed in Surrogate Court 
by their former guardians, now re- 
placed by a new group under legisla- 
tion which has made the famous chil- 
dren special wards of His Majesty 
King George V. 

An estate valued at $151,187 has 
been accumulated to date for Emilie, 
Yvonne, Cecile, Annette, and Marie. 
Contracts which are still due will 
bring $114,750. These are: 

Carnation Company, Ltd., Toronto, 
$2,000; Lehn and Fink, Ltd., maker 
of Lysol, $1,000; George S. Dingle, 
Ltd., Toronto, maker of chinaware 
and children’s tea sets, $15,000; 
Alexander Doll Company, New York, 
$2,500; 

Pathe News, Inc., New York, 
$90,000; Gordon V. Thompson, Ltd., 
Toronto, for use of the quintuplets’ 
names in the musical composition, 
“The Quintuplets’ Lullaby,” $500; 
N. E. A. Service, picture rights, 
$3,650; Merrill Publishing Company, 
Chicago, $100. 

Cash receipts under the former 
guardian’s management included 
$1,598 paid by the Toronto Daily 
Star and its subsidiary, Star News- 
paper Service, for still picture rights 
for the period from July 26, 1934, to 
March 31, 1935; and $7,974 from 
Pathe News, Inc., for a motion pic- 
ture short subject. 


Kansas Paper Names Rep 


The Iola, Kan., Daily Register has 
appointed Mitchell-Ruddell-Rudden, 
Inc., as its national advertising rep- 
resentative. 


First Catalog 
Is Issued by 
Goodwin Plan 


Chicago, May 2.—The first catalog 
issued under the Goodwin Plan came 
from the presses this week. Adolph 
O. Goodwin, president of Goodwin 
Corporation, said 3,000,000 of the cat- 
alogs were printed. Distribution to 
church workers’ will be made 
through the Goodwin field organiza- 
tion, which, according to Mr. Good- 
win, is intact in spite of some mor- 
tality. 

Cost of the catalogs and distribu- 
tion was placed at $105,000 by Mr. 
Goodwin. Each of the manufactur- 
ers listed subscribed $2,500 to cover 
this cost, he said. The catalog lists 
180 categories, covering over 400 
products. . 

Printed in two colors, the Good- 
win Plan catalog contains 56 pages 
and cover. It contains two indices, 
one devoted to an alphabetical list- 
ing of the subscribing manufactur- 
ers, the other to alphabetical presen- 
tation of the products by types. 

The list is an impressive one, in- 
cluding such companies as Armand 
Company, Barbasol Company, Bost 
Tooth Paste Corporation, Joseph 
Burnett Company, E. I. du Pont de 
Nemours & Co., Eberhard Faber 
Pencil Company, Pittsburgh Plate 
Glass Company and many others of 
equal calibre. 

In the offices of the Goodwin Cor- 
poration in Mather Tower, attrac- 
tive displays of the products of these 
manufacturers have been installed. 
One arrangement embraces the lines 
sold through drug stores; another 
those finding outlets in grocery 
stores, and a third, those sold 
through stationery stores. 


Names Reps 


Consolidated Western Magazine 
Company, Los Angeles, has appointed 
as representatives of its new maga- 
zine, Western Home Equipment 
Dealer, M. L. Keats, 608 S. Dearborn 
St., Chicago; C. A. Schulenberg, 609 
Security Bldg., St. Louis; and H. W. 
Booth, 216 Union Bldg., Cleveland. 


and 


irst 


in Philadelphia 


pal capital, and by private 
capital as well . . . 


If you are among the fortu- 
nate group of manufacturers 
selling to this key civil engi- 
neering and construction in- 
dustry, build standing for 
your company and your prod- 
uct in the minds of the key 
engineers and contractors . . . 


By using a non-stop schedule 
of advertising in Engineering 
News-Record and Construc- 


tion Methods. 


ENGINEERING NEWS-RECORD 


CONSTRUCTION METHODS 


McGraw-Hill Publications 
330 West 42nd St., New York 


Postponed to Fall 


The board of directors of the 
American Management Association, 
New York, has postponed the A. M. 
A. Marketing Conference until early 
autumn, owing to possibility of many 
legislative changes in Washington 
which may have direct bearing on 
sales planning. 

The fall conference will have as 
its general theme “Distribution: A 
Major Business Problem.” As origi- 
nally planned for May, the confer- 
ence will cover such topics as func- 
tion of sales planning, the sales and 
profit budget, and mass consumer 
analysis as an aid to sales planning. 


Bantam Shows Increase 


The Bantam Ball Bearing Com- 
pany, South Bend, Ind., reports an in- 
crease in shipments for the first 
quarter of 1935 of approximately 
50 per cent over the first quarter of 
1934. This represents an increase 
of over 400 per cent for the corres- 
ponding period of 1933. 


Starts Fain Campaign 


The Famous Fain Knitting Mills, 
New York, are launching a national 
advertising drive on their 1935 bath- 
ing suit, using newspapers, outdoor, 
and car cards. Peerless Advertising 


Agency, New York, is in charge. 


K. C. Ingram, former manager of 
the San Francisco office of Lord & 
Thomas, has been made assistant to 
A. D. McDonald, president of the 
Southern Pacific Company. 


Brewers’ Group Moves 
The Brewers Board of Trade, 
Inc., of New York, composed of 22 
metropolitan area brewers, has 
moved to 270 Madison Ave., its third 
removal in 53 years. 


Publisher’s Statement of 

Circulation as Required by 

the Code Authority for the 

Periodical Publishing & Print- 
ing Industry. 


This is to certify that the 
average circulation per issue of 
ADVERTISING AGE for the six 
months’ period July 1 to and 
including Dec. 31, 1934, was as 
follows: 


CONE COUR: iis icc ccec 9,151 
Copies distributed free 1,819 
EE, BS ocuebins-10s050%5 10,970 


Signed, G. D. Crain, Jr., pub- 
lisher. Subscribed and sworn 
before me Jan. 18, 1935, Ellen 
Kebby, Notary Public. 
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1935 marches on for the EVENING LEDGER! As it did 
in 1932, 1933 and 1934, the EVENING LEDGER leads all 
Philade)]nhia newspapers, including those published seven 
days, in 1ut2! Display advertising. Are you reaching the 
newspaper readers of Philadelphia who are spending 
money? 


EVENING PUBLIC LEDGER 


More news for readers . . . . more sales for advertisers 


REPRESENTATIVES: 
NEW YORK: Hugh Burke, 60 E. 42d Street 
CHICAGO: John E. Lutz, 180 North Michigan Avenue 
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ADVERTISING AGE 


Available to Advertiser or Agency 


Increase Your Sales 6 


0% 


WL 


(One Advertiser Increased 421%) 


This marvelous new Radio Show and Merchandising Plan 
now may be VYOUrs— “The Forty-Niners or The Adventures of Clem and 


Tina” is the most persuasive radio program on the air—(all electrically transcribed) 


Type of Program: Dramatic, Great Human Interest. 


Record-breaking mail 


Phone, Wire or Write: 
RUSSELL C. COMER ADVERTISING 


COMPANY. 


FAIRFAX BUILDING 
KANSAS CITY, MO. 


MICHIGAN SQUARE BLDG. 
CHICAGO, ILLINOIS 


Producers of “The Air Adventures of Jimmie Allen” radio program of: 


Length: 15 minutes over-all. 
mercial announcements. 


1% minutes allowed for opening and closing com- 


Designed for five- or three-times-a-week broadcast. 


The Results 


The sponsor* of this program (50 years in busi- 
ness) shows an average increase of 50% in all 
territories where The Forty-Niners is broadcast, 


Mail returns indicate “The Forty-Niners” has 
the largest audience on stations broadcasting the 
show. (This is judged by fan mail, telephone 
surveys, sales increases.) 


A two-weeks break in the series (over WDAF, 
Kansas City, Mo.), resulted in 5,500 protests by 
mail. In addition, at the regular time of the 
broadcast, phone calls paralyzed switchboard 
service during the entire two weeks lapse. 


14,000 listeners in one week requested photo- 
graphs of Clem and Tina. (WSM, Nashville, 
Tennessee—March, 1935). 


Sales of sponsor’s product in Colorado have 
jumped 421% since the program went on the 
air (KOA, Denver). 


Clem and Tina’s personal influence on their 
audience is unsurpassed by any program on the 
air. (This conclusion is based on the tremen- 
dous response to Clem and Tina’s request that 
listeners support their sponsor’s product—sales 
jumped so rapidly that distributors had to wire 
for special shipments to meet the demand.) 


Here’s what the sponsor says: 


“. . . we would like to present our sales figures 
to date in our first territory. August, 1934, shows 
an increase in volume over August, 1933, of 
421%. The first eight months of this year com- 
pared to the same period last year shows a gain 
of 112% and through August of this year we have 
sold 49% more of our product in this territory 
than was sold in all of last year . . . We have in 
this program a splendid sales stimulus.” (See 

~ foot note).* 
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The Story 


“The Forty-Niners or The Adventures of Clem and 
Tina” derives its name from a combination of circum- 
stances. 

The story is that of a small town Kansas couple—Clem 
and Tina Hinkle, who inherit a ranch in California. 

To get to California is a real problem. Disposing of 
everything they have except a few chickens and their 
dog, Prosperity, they start on their journey in their old 
touring car called Malaria. Clem and Tina’s total cash 
assets amount to $49.00—a small amount on which to 
make the long journey to California. 

The lovable couple win their way into the hearts of the 
listeners as soon as they start their trip, for comedy, 
pathos and heart interest are introduced immediately into 
the story. They are placed in dire straits almost at once, 
for they are on their way only a short time when their 
money—their precious $49.00—is stolen. 

The trip to California is one of the most humorous and 
yet serious undertakings ever presented to a radio audience. 
Situations familiar to the listener occur constantly ; com- 
edy, pathos, and mystery color every episode. 

Clem and Tina are “salt of the earth” people—their 
problems are real because listeners everywhere have ex- 
perienced similar problems. 

Romance is an integral part of the story in the friend- 
ship of Rodney Bell and Drue Mallory; villainy, in the 
person of Mr. Mallory, and mystery in a gold deposit and 
in the death of old Uncle Noah. 

As the story progresses and the fame of Clem and Tina 
spreads through California, the picturesque couple come 
into the movie colony and, under humorous circumstances, 
become characters in a “super-production.” 

Income from “bits” in the movies place Clem and Tina 
in a less hazardous financial position. They start to see 
America and their travels involve as humorous a combina- 
tion of circumstances as the radio has ever offered. 

The initiation of Clem and Tina into movies brings in 
famous names and tells the story of movie production 
authentically. The success of their first movie appear- 
ance calls them back from their travels for another pro- 
duction which leads to national prominence resulting in a 
trip to Washington and their acquaintance with Wash- 
ington big-wigs. Then comes the tour of Uncle Sam’s 
domain in behalf of a worthy government cause. 

The story is filled with friendly philosophy, periods of 
intense excitement, the lovely romance of Drue Mallory 
and Rodney Bell, the fundamental clear thinking and 
practical idealism of the friendly couple. 

The Forty-Niners has definitely steered clear of the 
Class production category. It is, strictly speaking, a show 
for the masses and the characters are the type of people 
familiar to the mass of radio listeners. The size of the 
audience has been indicated time and again by astonishing 
mail response. Sales increases have been far beyond ex- 
pectations. 1935 sales to date for the midwestern sponsor 
exceed top sales figures for 1929. This boom in sales has 
taken place within one year from the time the first episode 
went on the first station in 1934. 


Richfield Oil Corp. of N. Y.— East Coast 
Hickok Oil Company—Ohio and Michigan 
Skelly Oil Company—Central United States 
Richfield Oil Corp. of Calif. — West Coast 


*Name of sponsor and territory furnished upon request. 104 episodes electrically 
transcribed as this publication goes to press. Further episodes in production. 
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Indicate on this map the territory in which you are interested. Cut out and mail with 


your letter. 
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Lay Plans for 
Laxative Campaign 


An aggressive trade and consumer 
advertising campaign on Saraka Jax- 
ative will be conducted by Schering 
Corporation, Bloomfield, N. J., maker 
of pharmaceuticals. 

Plans will be formulated after an 
extensive market study has been 
completed. Marschalk and Pratt, 
Inc., New York, has been appointed 
to direct merchandising and adver- 
tising of the product. 


Agency Moves 


Cowan & Dengler, Inc., New York 
advertising agency, has moved to 30 
Rockefeller Plaza. The agency has 
been located at 25 W. 45th St. since 
it was organized in 1924., 


THERE MUST BE A REASON 


Combined January-April lineage in 
National Sportsman and Hunting 
& Fishing was 380.5% above 
January-April, 1934. 

In the same period, 94 other 
ng line 
age figures gained only 10.1%,— 
less than one-third the gain regis- 
tered by National Sportsman and 
Hunting & Fishing. 


NATIONAL SPORTSMAN 
end 
HUNTING & FISHING 


Boston New York Chicago Atlanta 


DONAHUE, OF 
TRIBUNE FAME 
DIES SUDDENLY 


Pneumonia Fatal to Lineage 
Wizard 


Chicago, May 2.—On the eve of a 
long journey to seek restoration of 
his shattered health, William E. 
Donahue, until recently advertising 
manager of the Chicago Tribune, 
died of pneumonia in a Milwaukee 
sanitarium last Sunday. Despite his 
weakened condition, the lion-hearted 
advertising man fought gallantly 
against the sudden attack, and lost 
only~because his heart was unable 
to carry the load. 

Funeral services were held in Chi- 
cago Wednesday, many advertising 
men braving a raw, gloomy day to 
pay their last respects to a col- 
league whose achievements had 
gained him national recognition. 

Even the Tribune’s rival, the Chi- 
cago Daily News, paused to pay its 
fallen foe a tribute in its editorial 
columns. Interment was in Mt. Car- 
mel cemetery. 

Mr. Donahue, who was 51 years 
old, spent 30 years with the Tri>une 
—the last six as advertising man- 
ager. He won his spurs by steady 
advancement under the formula 
adopted by the Tribune—rewarding 
the man who could get results. 


Started School 


Mr. Donahue, far more than the 
average advertising man, represented 
a triumph of the human will. Nat- 


-| DEMONSTRATE 
| YOUR SALES STORY 


to more than 
20,000,000 PEOPLE 
évery Week/ 


GENERAL SCREEN 
ADVERTISING 


Personalizes 


Your Message 


through COLOR, ACTION, SOUND! 


A good salesman can outsell a good advertisement. 
But a good advertisement is much less costly. Here 
is the only medium that combines this economy of 
advertising with the power of flesh-and-blood sales- 
men. How? It contains in itself the VISUAL VIGOR 
of printed material and the appeal of MOTION plus 
the selling force of VOICE. This "personalized" adver- 


tising is the next thing to personal salesmanshi 
and at a cost 50% less than any other form 


adver- 


tising at all comparable! Many big advertisers have 
already awarded screen advertising a dominant place 
on their promotion schedules because of their own 


success records. 


Use it Nationally — or as a Blast y 
in certain local ‘“‘Tough Markets’’e 


We offer you as many as you need of 5,000 good 
theaters in more than 3,500 communities with a total 
weekly audience of 20,000,000 people! Weekly screen- 
ing rate is only $3.00 per thousand for a 90-foot play- 
let. Production costs as litte or as pretentious as 


you direct. 


7 \ 


\ GENERAL SCREEN ADVERTISING, INC. 
) WRIGLEY BLDG. 


CHICAGO, ILL. 


‘ 


Sell—with these 2 appeals at once! 


SUCCUMBS TO ILLNESS 


Lo Sas 


William E. Donahue 


urally of a gregarious instinct, in 
recent years he had_ gradually 
dropped many of his association 
memberships in order to devote his 
entire attention to the job at hand. 
The same cause induced him to aban- 
don his early inclination to relate 
his experiences in the advertising 
press. 

However, if Mr. Donahue was un- 
able to pass along helpful hints to 
younger advertising men at large, 
he found an even more useful role 
right at home. He was the founder 
of the Tribune training school for 
advertising salesmen, under which 
young men fresh from college are 
dropped into the advertising pool 
and permitted to swim as long and 
as far as their ability will take them. 
The neophytes are given their first 
posts in the classified advertising de- 
partment by way of “getting their 
feet wet” They attend regular lec- 
tures and are gradually given a 
chance to test their theories in the 
thick of the fight. 

Under this system, Chicago Tri- 
bune graduates are in demand among 
newspapers throughout the country. 
Alumni of this school are scattered 
throughout the land to bear witness 
to the fact that Bill Donahue was 
not only a great salesman but a re- 
markable teacher. 

Somewhat handicapped in _ his 
early education, Mr. Donahue found 
time during his newspaper work to 
absorb a complete law course—the 
one which he decided would help 
him more than any other. He be- 
lieved that he had waited too long 
to become the master of English he 
desired to be. But if he were not 
always able to lay his tongue on the 
word which would best express his 
meaning, he made this up by other 
virtues. 


Knew His Market 


In knowledge of his market, he 
was supreme. He tramped_ the 
streets of Chicago as a boy, and had 
an intimate knowledge of its by- 
ways possessed by few other men. 
In the newspaper field, this early ex- 
perience stood him in good stead. 

He was intensely interested in 
merchandising and in the personali- 
ties of the men h¢ had to sell. Part 
of his success was due to his re- 
lentless study of his prospects. Even 
in the progress of an _ interview, 
Donahue was weighing every word, 
gesture and inflection of the pros- 
pect in the eternal search for a vul- 
nerable point. 

He was fond of standing up while 
doing his selling. There was no 
chance for the advertising manager 
o* a store to get Donahue to sit until 
he himself had taken a chair. 

Mr. Donahue devoted most of his 
attention to local advertising on the 
theory that national lineage follows 
retail in the long run. He developed 
an astonishing advertising volume 
from specialty shops, and reaped a 
harvest from his belief that there is 
no substitute for sheer power in lo- 
cal advertising. He and his men 
proved this time and time again by 
the expedient of inducing an adver- 
tiser who had used modest units to 
increase their size. 

One of the few articles woven 
around Mr. Donahue appeared in 
“The Red Barrel,” house organ of 
the Coca-Cola Company, in July, 


1934. It expounded his philosophy 
of selling as follows: “A salesman 
must sell himself; he must sell his 
personality; he must sell the house 
he represents; he must sell the con- 
tents of that house.” 


Personality Important 


He was quoted as follows: 

“A man has nothing to say about 
coming into the world. He has noth- 
ing to say about what his name shall 
be, his racial background or his early 
environment. He has much to say 
about what his personality shall be 
because personality, though some- 
what inherent, is to a greater extent 
achieved. 

“Personality is a peculiar individ- 
ual force. It is a combination of the 
qualities and tendencies in one’s life 
which constitute an interesting dif- 
ference and depend entirely upon the 
individual. It may be an unconscious 
development; it is not beyond the 
conscious development of the sales- 
man. He has the opportunity of ris- 
ing above any physical handicap by 
developing his mind and by cultivat- 
ing an aggressive and pleasant per- 
sonality, both of which are essential 
to salesmanship.” 

Mr. Donahue made one statement 
which attracted wide attention at 
the time: 

“The salesman should be alive to 
the dangers of parroting arguments 
supplied to him by the home office.” 

This was one of the points which 
he emphasized in his school. He 
bent all of his energies to getting 
his students to do some thinking for 
themselves. 

Mr. Donahue came of an advertis- 
ing family. His brother-in-law is 
Merrill Hutchinson, president of the 
Minneapolis advertising agency of 
that name. He was the uncle of 
Charles W. Donahue, merchandising 
manager of the New York News and 
of Daniel J. Donahue, local display 
solicitor of the “incinnati Post. A 
widow, Mrs. Mae E. Donahue, sur- 
vives. 


Howel Back in 
Business With 
Orange Drink 


Chicago, May 2.—Clayton J. Howel, 
who sold his interest in the Orange 
Crush Company 
five years ago, Stal 
has returned to 
the orange drink 
field through or- 
ganization of the 
Wonder Orange 
Company. Mr. 
Howel organized 
the Orange Crush 
Company in 1916 
and served as its 
president until 
1930. He also 
founded the 
Southern Fruit 
Julep Company, organized in 1909. 

Wonder Orange will be extracted 
from the fruit in orange groves and 
shipped to bottlers and others in re- 
frigerated cars in the form of a con- 
centrate. The price will be five cents 
per bottle. 

Distribution plans are being 
rushed to completion and advertis- 
ing will follow as soon as the ma- 
chinery is running. Newspapers and 
magazines will be used, with radio 
as a possibility. Ruthrauff & Ryan, 
Ine., Chicago, is the agency. 


Cc. J. Howel 


Atlantic Council Elects 


The Atlantic Council of the Amer- 
ican Association of Advertising 
Agencies has elected the following 
board of governors: Robert S. Simp- 
ers, The Simpers Company, Phila- 
delphia, to represent the Council on 
the executive board of the Four A’s; 


'C. Harold Marston, Geare-Marston, 


Inc., Philadelphia, chairman; Joseph 
Katz, the Joseph Katz Company, Bal- 
timore; Florence M. Dart, the Sim- 
pers Company, secretary-treasurer. 


SS 


In the summer, go where your best custo- 
mers go — — < GOLFING. A select 
list of 300,000 — more than half of all 
the private golf club families in U.S.— 


puts your advertising where it pays! 


pa 


—that’s why May lineage tops 
all previous records by 40% 


Herb Graffis, Editor 


ALBRO GAYLOR 14E. Jackson Blvd. RAWLINS & HUNT 
20 Vesey St. 333 N. Michigan 
tags - Sir Cc ii 4 Cc A G o Chicago 


Last forms for JUNE close May {5th 
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ADVERTISING AGE 


It’s the same song, but it affects them differently. And this is our way of telling you that every 
Underwood illustrator can interpret your ideas differently. No one voice can be bass as well 
as tenor; no one artist is often emotional and a virtuoso as well. And no one illustrator could 


possibly excel in all the photographic qualities that Underwood & Underwood offers you. 


That is why we have eight illustrators instead of one. They all make selling photographs. 


These men are equipped with the country’s best studios, assisted by a large group of artistic 


and technical aides, and backed by a 55 year old organization. 


LEJAREN a HILLER JOHN FUNK GEORGE HUKAR HARRY E. OLSEN 


JOHN PAUL PENNEBAKER DAVID W. FLETCHER ALFRED LIGHTHALL VERNER D. SAPP 


UNDERWOOD & UNDERWOOD 


250 WEST 55th STREET, NEW YORK © © © 2537 EAST ONTARIO STREET, CHICAGO 


230 EAST ALEXANDRINE, DETROIT 
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Cowan & Dengler Move 


Cowan & Dengler, Inc., New York 
advertising agency, has moved to 30 
Rockefeller Plaza. The telephone 
number is now Circle 7-6190. 


Transformers are the heart of the display 
panel or store identification sign. Acme 
balanced—electrical and mechanical design 
and other exclusive features—assures extra 
brilliancy of illumination and noiseless 
trouble-free operation. Have your outdoor 
or dealer's displays constructed by a good 
buil e who has standardized on Acme 
Transformers. 


The Acme Electric & Mfg. Co. 
Cleveland, Ohio 


1452 Hamilton Ave. 


The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


May 6 


Kissproof, Inc., for lipstick. New. 
“The Love Doctor.” Monday, 
Wednesday and Friday, 1 to 1:15 
p. m., EDST, over WOR, WGN and 
WXYZ of Mutual network. Agency, 
Blackett-Sample-Hummert, Inc., New 
York. 

vy¥se iY? 


Wasey Products, Inc., for Zemo, 
Kreml, and other products. Renewal. 
Monday to Friday, 12 noon to 12:15 
p. m., EDST; Sunday, 6:45 to 7 
p. m., EDST; rebroadcast Wednesday 


‘inates 


11:30 to 11:45 p. m., EDST. From 
May 6 to May 27 the program will be 
heard at noon on 39 CBS stations 
from coast to coast, with the Sunday 
program on 23 stations and the re- 
broadcast on 14 stations. From May 
27 to Sept. 1 the daily noon program 
will be on seven stations in Balti- 
more, Boston, Hartford, New York, 
Philadelphia, Providence, and Wash- 
ington, and the Sunday program will 
be on six stations in Baltimore, Bos- 
ton, Hartford, New York, Philadel- 
phia and Providence, with no re- 
broadcast. On Sept. 1 the network 
set-up reverts to that in effect from 
May 6 to May 27. Agency, Erwin, 
Wasey & Co., New York. 


May 9 


The Climalene Company. Renewal. 
“Climalene Carnival.” Thursday, 
11:30 a. m. to 12 noon, EDST, over 13 
stations of the NBC basic Red net- 
work. Originates at WMAQ, Chi- 
cago. Agency, W. S. Hill Company, 
Pittsburgh. 


May 12 


United Drug Company, for Rexall 
products. Renewal. “Rhythm Sym- 
phony.” Sunday, 5 to 5:30 p. m., 
EDST, over 48 stations, coast to 
coast, of the NBC Red network. Orig- 
at WDAF, Kansas City. 
Agency, Street & Finney, New York. 


In the April 13, 1935, issue of Advertising Age, the follow- 
ing incorrect lineage figures were credited to the Macfadden 
Women's Group, covering comparative advertising volume for 


Correcting An Error 


April, 1934, and April, 1935: 


True Romances 
Movie Mirror 
Love & Romance 
Radio Mirror 
True Experiences 


The correct figures, which were published also in the April 
20, 1935, issue of Advertising Age, are as follows: 


True Romances 
Movie Mirror 
Love & Romance 
Radio Mirror 
True Experiences 


We are correcting the typographical errors contained in 
the original tabulation because they have created a misimpres- 
sion regarding the advertising lineage carried in these maga- 
zines in April, 1934. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn Street, Chicago 


1935 
13,807 
15,534 
13,495 

11,728 
13,331 


1935 
13,807 
15,534 
13,495 
11,728 

13,331 


1934 
9,442 
19,223 
18,138 
13,558 
17,728 


1934 
9,442 
9,223 
8,138 
3,558 
7,728 


PRESS FREEDOM 
SAID 10 BE DUE 
TO ADVERTISING 


Columbia, Mo., May 2.—Tom Wal- 
lace, editor of the Lowisville Times, 
declared today in his address at the 
University of Missouri during Jour- 
nalism Week, sponsored by the 
School of Journalism, that advertis- 
ers do not control newspapers, but 
that advertising makes them inde- 
pendent. 

“The somewhat prevalent notion,” 
he said, “that advertisers are the 
greatest cause of newspapers not 
being free is, so far as my experi- 
ence informs me, erroneous. 

“I witnessed recently the case of 
a newspaper expressing passionately 
in its editorial columns the hope that 
Henry Ford would be boycotted and 
made bankrupt because he did not 
sign the automobile code and apply 
for the Blue Eagle. It had carried 
and it does carry Ford’s advertising. 

“Newspaper publishers are not 
easily bluffed or directed. They can 
afford to be, and they are, as a rule, 
quite spunky when someone who ad- 
vertises tries to run them.” 

With all its faults, he continued, 
the American press is an exemplar of 
freedom compared with the European 
press and the Asiatic press. 


Many Advertising Talks 


“Newspapers in Continental 
Europe, “he said, “even before the 
era of dictatorships, because they 
were not made independent by ad- 
vertising, were dependent upon 
financial backing which determined 
their attitude.” 

Advertising interests were repre- 
sented on the program of Journalism 
Week with talks by Grace Agnew, of 
J. Stirling Getchell, Inc., Kansas 
City, Mo., on “How Women Can 
Write and Improve Advertising”; A. 
C. Tucker, sales manager, Statler 
Hotel, St. Louis, “Advertising and 
Selling Hotels”; D. H. Fleicher, 
president of the Mail Advertising 
Service Association, St. Louis, “The 
Use of Direct Mail Advertising’; 
Douglas V. Martin, Jr., St. Louis 
Globe Democrat, “Newspaper Promo- 
tion as a Career”; Ralph Schmitt, 
advertising manager, Rice-Stix, St. 
Louis, “Wholesale Advertising and 
Production”; and G. D. Crain, Jr., 
ADVERTISING AGE, Chicago, “Some 
Current Problems in Advertising 
Regulation.” 

Mr. Crain suggested that even if 
additional advertising regulation by 
law is not provided publishers should 
proceed with effective methods of 
regulating advertising through group 
action. 


Says Copeland Bill 
Stands Little Chance 


The U. S. Chamber of Commerce 
last week released a statement to 
members stating the belief that the 
Copeland pure food, drug and cos- 
metic bill stands small chance of 
passage under present conditions. 

The proposal has not yet recovered 
from the Senate setback when on 
motion of its sponsor the bill was 
taken from the Senate floor to pre- 
vent further amendment or defeat, it 
is stated. The bulletin points out 
that other bills are pressing forward 
for consideration. 


Lee Picks Central 


Business publications and direct 
mail will be employed in a campaign 
for Lee chintzes, English casement 
cloths, and Fortuny prints, made by 
Arthur H. Lee & Sons, Inc., New 
York, drapery fabrics. The company 
has appointed Central Advertising 
Service, Inc., New York, to handle 
its advertising. 


To Open Boston Office 


The Advertising Bureau, Inc., New 
York, specialist in hotel advertising, 
will open an office in Boston in the 
near future. Herbert Frank will be 
in charge. 


Boynton Moves 


The Henry P. Boynton Agency has 
moved from 1730 Standard Bldg., 
Cleveland, to 1514 Prospect Ave., 


taking increased space. 


Presbrey Honored at 


“Boys’ Life” Luncheon 


Entrance of Boys’ Life, New York, 
upon its 25th year, was celebrated 
April 23 with a luncheon in the Ritz- 
Carlton Hotel, attended by many 
leaders of the Boy Scouts of America, 
magazine men, Joseph Lane, founder, 
and others. 

Frank Presbrey, of Frank Pres- 
brey Company, New York advertis- 
ing agency, presided. Mr. Presbrey, 
chairman of the Boys’ Life commit- 
tee of the national executive board 
ot the Boy Scouts of America since 
its beginning, was presented with a 
silver service on behalf of the Boy 
Scouts of America. 


Restaurateur Names 


Sellers Service 


John R. Thompson Company, Chi- 
cago, operating Thompson’s restau- 
rants in 36 cities, has appointed Sell- 
ers Service, Inc., Chicago, to direct 
its advertising. 

W. S. Hoyt, vice-president of Sell- 
ers Service, Inc., is the account ex- 
ecutive. 


Hagen Names Rankin 

The William H. Rankin Company 
has been appointed to handle adver- 
tising of Pete Hagen Products, whose 
products include Pete Hagen Rock 
n’ Rye and other liquor specialties. 
Advertising will be conducted only 
in the New York market at present. 


Youre Aure lo like 


WiIt's always our desire to come 
through for you one hundred 
percent. We have the finest 
modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-] service enables us to 
deliver the finished job—on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That's why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 
on this reduced 
advertisement 
was handled by 
Faithorn Corp. 
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ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET + CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 
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: || SUMMER « WINTER 


‘  Florida’s Perpetual Playground is 


||| DAYTONA BEACH 


Do you know that more people 


| ae 


visit Daytona Beach in the sum- 
mer months than in the winter 
season? For the South discovered 
Daytona Beach long before America 
discovered Florida! And Packer 
Outdoor Advertising will do the 
selling job for you there in the 
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same effective manner that charac- 


terizes all Packer operations. 


PACKER OF FLORIDA, Inc. 
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URGES LEVY ON 
EVERY LOAF OF 
BREAD FOR FUND 


Bakers Told Hope of Profits 
Lies in More Promotion 


Atlantic City, N. J.. May 2.—Lack 
of effective advertising has caused 
the baking industry to fall behind 
in America and come dangerously 
close to red ink, speakers told the 
ninth annual convention of the 
Bakery Sales Association here this 
week. 

They emphasized the fact that the 
human stomach is hardly larger than 
a man’s fist, and declared bread is 
being crowded out of that stomach 
by spinach, lettuce, patent foods, and 
other more highly publicized “health” 
items which become fads in the na- 
tional diet. 

Henry O. Pattison, of J. Walter 
Thompson Company, New York, 
urged the advertising and sales man- 


ager delegates to “adopt health as 
your own theme, keep stressing it, 
tax yourselves on every loaf of 
bread and put the money into a co- 
operative national campaign. 

“You've got to do something,” he 
asserted. “Bread has become the 
unfashionable thing; its proper place 
in diet has never been brought home 
to the public. 

“Work out layouts that have eye 
appeal, and that tell a story in the 
headline. Give them a uniform style 
throughout the series so that people 
know your firm at a glance, and you 
double your money by cashing in on 
what they remember of the previous 
advertisements.” 


Cake Market Neglected 


H. A. Nation, sales manager of 
bulk refinery products, in charge of 
promotional work as pertaining to the 
baking industry for Swift & Co., 
Chicago, declared that cake repre- 
sents a huge undeveloped field for 
the American baker. 

Presenting the results of a na- 
tional survey made through dealers 
and supplemented by housewife ques- 
tionnaires, Mr. Nation declared the 
potential United States cake market 
is 1,700,000,000 pounds a year. 

At present, the baker makes only 
21.6 per cent of the cake eaten, he 
said. Forty per cent of women make 
all their own cake; 49 per cent more 


make more than 40 per cent, and 
only 11 per cent buy all that they 
serve. 

When bakers advertise the new 
convenience of sliced breads, they 
hurt their own pocketbooks, Robert 
E. Weaver, Philadelphia, new presi- 
dent of the association, said. 

“The man accustomed to three 
slices of toast,’ he explained, “sticks 
to three slices, although, by machine 
slicing, the slices are thinner.” 

Mr. Weaver declared that the only 
salvation for baking profits is in- 
creased turnover. Any raise in prices 
would cut sales, he warned. 

W. E. Doty, Minneapolis, bakery 
division manager of General Mills, 
Inc., reported that sales in Dubuque, 
Madison and Terre Haute increased 
ten per cent in one week by adver- 
tising and promotion of new spe- 
cialty types of bread, which gave the 
consumer a welcome change in taste 
and appearance of bread. 


Runs Large Tabloid 


Paine Furniture Company, Boston, 
celebrated its 100th anniversary with 
a 24-page tabloid rotogravure supple- 
ment in the Boston Traveler on 
April 27. 


Bradley Moves 
Frederick Bradley, photographic 
illustrator, has moved to 10 E. 38th 
St., New York. 


SERIES OF TEASERS 


Turn to page & Turn to page 10 


Four single-column advertisements 
for Calvert Maryland Distilling 
Company which appeared in the 
"Chicago Tribune" last week as 
builders of interest in a following 
advertisement. 


ARTISTS ®@ 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


LK orp — | 


workmen 


All Departments 


General Manager 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


LUTHER C. ROGERS, Chairman 
Board Directors 
A. R. SCHULZ, President and 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS @® 
PLANNING e 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


EXECUTIVES: 
J. W. HUTCHINSON, Vice Pres. and 
Sales Director 


ENGRAVERS °@° 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


W. E. FREELAND, Secretary and 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois | 
H. J. WHITCOMB, Vice 
President 


Treasurer 


Dun Cigar Amateur 
Show Opens in Chicago 


Sponsored by the Bernard 
Schwartz Cigar Corporation, Detroit, 
on behalf of R. G. Dun cigars, an 
amateur radio show program was re- 
cently inaugurated in the Chicago 
area. The program is broadcast each 
Thursday from 7:30 to 8 p. m., CDST, 
by station WBBM, direct from the 
stage of the Oriental Theater. 

The WBBM program was launched 
following the success of a similar R. 
G. Dun program over station WJR, 
Detroit, from the Fox Theater in 
that city. C. F. McIntyre and Asso- 
ciates, Detroit advertising agency, is 
in charge of handling and producing 
the show. 


Schofield Joins 
Rickerd Agency 


Emerson J. Schofield has resigned 
as vice-president of the Globe Indem- 
nity Company of New York to join 
the C. E. Rickerd Advertising 
Agency, Detroit, as sales and mer- 
chandising consultant and as an ex- 
ecutive officer. 

Mr. Schofield was superintendent 
of agents for the Standard Accident 
Insurance Company of Detroit, and 
later vice-president and a member of 
the board of directors of that com- 
pany, prior to his connection with 
the Globe Indemnity Company of 
New York. 


Servel, Inc., to Be 
Honored in Special Week 


Sponsored by the Junior Chamber 
of Commerce of Evansville, Ind., 
“Servel Appreciation Week” in 
honor of that city’s biggest industry 
will be held in Evansville May 6-11. 

The week’s program will include 
an open house at the Evansville Coli- 
seum, an essay contest, a mass ban- 
quet, and parades. 


Names Redfield-Johnstone 


Hall & Ruckel and Key Products, 
Brooklyn, N. Y., have appointed Red- 
field-Johnstone, Inc., New York, to 
direct advertising of X-Bazin de- 
pilatory and X-Cream deodorant. 
Newspapers and magazines will be 
used. 


Gordon, Outdoor Man, 
Dies in New York 


Colver Gordon, vice-president of 
Bromiley-Ross, Inc., New York out- 
door advertising firm, died of cere- 
bral embolism April 25 in St. John’s 
Hospital, Yonkers, after a week’s ill- 
ness. Born in Chicago, Oct. 2, 1868, 
his success in advertising and mar- 
keting was outstanding. 

In 1887, he joined C. I. Hood Com- 
pany, traveling throughout the coun- 
try and Pacific islands and countries 
for Hood’s Sarsaparilla, handling 
outdoor advertising, calling on trade 
and placing newspaper advertising 
direct. In 1893, he was sent to Lon- 
don to open a Hood branch and at 
this time distributed 5,250,000 pieces 
of literature every 60 days. 

Upon his return to America, Mr. 
Gordon joined the advertising de- 
partment of H. J. Heinz Company, 
sharing responsiblities for a year 
with O. C. Harn, and later taking 
charge of the department. He used 
the first talking sign on the Heinz 
Pier, Atlantic City. 

With outdoor firms after his asso- 
ciation with the Heinz Company, 
some of his most outstanding work 
was for Waterman’s fountain pen. 
A poster depicting the signing of 
the peace treaty at Versailles was 
prepared in advance and released by 
telegraph so that in many cases the 
posters were “up” on the boards 
before newspaper extras announcing 
the news were on the streets. 

Mr. Gordon was executive vice- 
president and director of Outdoor 
Advertising Agency of America, Inc., 
until Jan. 30, 1934, when he joined 
Bromiley-Ross, Inc. 


Robins to Tyson 

Howard M. Robins, previously with 
the engineering department of the 
Gleason Works and for nine years in 
the advertising department of Yaw- 
man & Erbe Mfg. Company, has 
joined the Rochester branch office of 
Tyson-Rumrill Associated, as produc- 
tion manager. 


Takes New Quarters 


Graham-Gordon Company, New 
York, advertising, moved this week 
to new quarters on the 16th floor at 
2 W. 46th St. The former address 
was 55 W. 42nd St. 


Talking 
Letterheads 


10 year-round and holiday designs, with die-cut 
mouths that open and close. Particularly effec- 
tive for manufacturers, Write for free sample 
set—special offer to advertising counsellors, 
printers and lettershops. 


MENDLE PRINTING CO., Dept. C, St. Louis, Mo. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


“Miss Schmutz, it is 
} hy, indeed high time to 
= telephone for. . 


INC. 


RADIO STATION REPRESENTATIVES 
SEE PAGE |, "RADIO ADVERTISING RATES AND DATA 


a Deman 


© TO PBLILDING 


o 
rs 


GF 


sie ‘ « 


FREE & SLEININGERINC. “3 


COVERING 
THE 


TACOMA 


SEATTLE 
MARKETS 


TWO markets at the 
price of ONE 


Transmitter located midway between” 
Seattle and Tacoma. : 
1000 watts . . .« « e $70 ke 


Pioneer CBS Station in Pacific 
Northwest 
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ADVERTISING AGE 


RELAX RULES ON 
ADVERTISING OF 
NEW SECURITIES 


Washington, D. C., May 3.—What 
is regarded by the American News- 
paper Publishers Association as a 
distinct improvement in regulations 
governing advertising of new se- 
curity issues was announced yester- 
day by the Securities and Exchange 
Commission. Under this ruling, news- 
paper advertising may omit much 
of the information hitherto required. 

Each advertisement in newspapers, 
however, must carry this notice at 
its foot: 

“Further information, in particu- 
lar financial statements, is contained 
in the registration statement on file 
with the commission, and in the 
offering prospectus which will be 
furnished to each purchaser and is 
obtainable from the undersigned.” 

The following statement must ap- 
pear at the top of each newspaper ad- 
vertisement: 

“This issue, though registered, is 
not approved by the Securities and 
Exchange Commission, which does 
not pass upon the merits of any reg- 
istered securities.” 


May Omit Details 


Information which may be omitted 
in newspaper copy, though still re- 
quired in the prospectus, relates to 
stock ownership, financial structure, 
underwriting, management and his- 
tory. 

The exemptions do not apply to re- 
prints or other reproductions of the 
advertising. 

The A. N. P. A., in a statement 
from New York headquarters, said 
the new ruling will be “an important 
factor in stimulating the flow of in- 
vestment funds.” 


Reorganize Biblical 
Radio Drama Service 


Because the field for Biblical radio 
drama has been found larger than 
originally anticipated, Fred C. Mer- 
tens and George L. Price, first or- 
ganized as Funeral Foundation, Inc., 
to serve mortuaries and cemeteries 
exclusively, have re-incorporated as 
Mertens & Price, Inc., Los Angeles. 
The new firm will sell the program, 
“Immortal Stories from the Book of 
Books,” to a variety of accounts. 

Mr. Mertens was a former partner 
in the firm of Meany-Mertens, Los 
Angeles. For many years, Mr. Price 
was copy chief of the Mayers Com- 
pany, Los Angeles, and secretary and 
a director of that company. 


F. H. Higgins Promoted 


J. J. Delaney, secretary and gen- 
eral sales manager of the Bigelow- 
Sanford Carpet Company, Inc., New 
York, has appointed Frank H. Hig- 
gins as assistant sales manager. Mr. 
Higgins has been in charge of Bige- 
low’s Lokweave department for more 
than a year. He was formerly sales 
manager of the carpet department of 
L. C. Chase & Co., New York. 


MONTREAL 


Key to the 


MONTREAL MARKET 
DISTRICT 


72.8% FRENCH 


A rich concentrated market of 


1,454,380 


people who read, think, speak 
and buy in FRENCH. 


For further information on this Mar- 
ket, address Business Manager, La- 
Presse, Montreal, Que. 


William J. Morton Co., Chicago 
Office: 410 N. Michigan Ave. 
New York Office: 200 Fifth Ave. 


Conducts Hosiery 


Intelligence Test 


Promoting Chalfon hosiery, the 
William H. Block Company, Indian- 
apolis department store, recently con- 
ducted a three-day hosiery intelli- 
gence test in Indianapolis news- 
papers, consisting of 18 questions 
relative to women’s hosiery prob- 
lems. For the best answers each 
day, a box of three pairs of hose 
was awarded. 

The company also announced its 
new arrangement with Western Un- 
ion for delivery of Chalfon hosiery 
Cc. O. D. with an additional charge 
of ten cents, on Sundays, holidays or 
after store hours. 


Three Name Kaufman 


Among recent additions to the 
client roster of Henry J. Kaufman, 
Advertising, Washington, D. C., are 
station KFDM, Beaumont, Tex.; 
Gavos Mfg. Company, maker of oil- 
ers for overhead valve motors; and 
Radio Research Company, Inc., 
maker of radio receiving and trans- 
mitting equipment. 


Cargill’s New Work 


Julian Cargill, formerly advertis- 
ing director of Butterick Publica- 
tions and vice-president of William 
Esty & Co. for the past two years, 
has been elected vice-president of 
Donahue & Coe, Inc., New York 
agency. 


Publication 


Is Suspended 
By ‘Chicagoan’ 


Chicago, May 2.—The May issue 
of The Chicagoan, sophisticated 
monthly, failed to appear on sched- 
ule yesterday and Edwin S. Clifford, 
general manager, said it had “tem- 
porarily suspended.” 

Offices at 407 S. Dearborn St. 
were deserted except for a few per- 
sons connected with allied interests. 
The entire sales and editorial staffs 
have been dismissed, it was said. 

Though The Chicagoan was estab- 
lished in the pre-depression year of 
1927, it failed to make the gains re- 
ported by papers of similar charac- 
ter in other cities. Changes in fre 
quency of issue, editors and page 
size failed to remedy this condition. 

Martin J. Quigley, the publisher, 
has other interests which have de- 
manded an increasing share of his 
time, and have made it impossible 
for him to take an active part in 
development of The Chicagoan. Mr. 
Quigley makes his headquarters in 
New York. 

The Chicago office of the Quigley 
Publishing Company will move to 
624 S. Michigan Ave. 


Gets Three Accounts 


Bachenheimer-Dundes, Inc., New 
York, has been appointed advertis- 
ing agency for Personna Blade Com- 
pany, Inc., New York, maker of pre- 
cision razor blades; the Continental 
Purchasing Company, New York; 
and Vaughn’s Old Fashioned corn 


whisky. Vaughn’s will use New 
York newspapers. 

Coty to Expand 
Coty, Inc., perfumes, has made 


plans to establish a Coty New Jer- 
sey Corporation, similar to its Coty 
California Corporation, to transact 
business under the New Jersey Fair 
Trade Act. A large warehouse will 
be maintained in New Jersey, 
handling only accounts within the 
territory. 


ZBT Sponsors Program 

A radio show, “Famous Babies,” 
every Monday morning over 30 CBS 
stations, featuring Dr. Louis I. Har- 
ris, former New York City health 
commissioner, has been launched by 
The Centaur Company, New York, 
for ZBT baby powder. Ideas and 
production are under the guidance 
of Hanff-Metzger, Inc., New York. 


Zahm & Nagel Appoint 

Zahm & Nagel Company, Inc., Buf- 
falo, maker of brewery equipment, 
has placed its advertising account 
with Everett L. Bowers, Inc., of that 


city. 


J. F. Young Dead 


John F. Young, 65, business man- 
ager of the Spokane, Wash., Spokes- 
man-Review for more than 25 years, 
died April 25, following a heart at- 
tack. 


Advertising 


RESULTS 


for 16 Years! 


RADIO 


| NEWS 
SHORTWAVE 


Let us show you one ad in 
RADIO NEWS that sold 
$5,000.00 worth of high 
priced radios! 


Write or Phone 


Advertising Management 
H. D. CRIPPEN & W. P. JEFFERY 
461 8th Ave., New York—Bryant 9-3142 
Midwestern Representative 
VIRGIL MALCHER 
205 W. Wacker Dr., Chicago 
Randolph 


THE SPOKESMAN-REVIEW 


Morning 


Sunday 


and 


Spokane Daily Chronicle 


Evening 


Spokane, Washington 


ANNOUNCE THE APPOINTMENT 


of 


JOHN B. WOODWARD, INC. 


As National Advertising Representatives 


Throughout the United States 
Effective May 1, 1935 


JOHN B. WOODWARD, INC., OFFICES 
New York—Chicago—Detroit— 
Kansas City—San Francisco 


Color Representatives Sunday SPOKESMAN-REVIEW 
Magazine and Comic Sections: 
ASSOCIATED NEWSPAPER COLOR, INC. 
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ADVERTISING AGE 
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SPLAWS € 
XHIBITS 
© CHATHAM CT. 
RSEY O120 
1cAGO 


Telephone Engineer 
Management — Engineering — Maintenance 
The Modern Telephone 
Magazine. Monthly. 
COVERAGE WHERE NEEDED 


An economical, 12-time advertising schedule 
in TELEPHONE ENGINEER gives adver- 
tisers quality coverage of the gigantic tele- 
phone industry. 


Telephone Engineer Pub. Co. 
185 N. Wabash Chicago, Ill. 


SRD NEWS BUREAU 
FOR RADIO ONLY 
FORMED ON COAST 


(Continued from Page 1, Col. 3) 
will share the profits with his station 
clients and he will create a sales 
department to secure sponsors for 
the news he sells to radio stations. 

Mr. Wright, who boasts of “beat- 
ing’ Press-Radio Bureau and news- 
papers with short-wave news flashes 
on the Charles Ulm and Sir Kings- 
ford Smith trans-Pacific flights, said 
the A. B. N. A. will provide radio 
with authentic, speedy news of an 
international character. While cre- 
ating his own news-gathering organt- 
zation in this country, he said, he 
will contract with Reuter’s for for- 
eign coverage. Both teletype and 
short wave will be used, he indi- 
cated, to distribute the daily grist to 
clients. 


Expects 100 Members 


Mr. Wright expects an initial mem- 
bership of 100 stations, with others 
coming in as the profit-sharing fea- 


ture is more fully understood. He 
believes this will preve a powerful 
magnet for radio stations which are 
now paying large sums for news 
which may be sponsored. The double 
possibility of selling news at a profit 
and then getting back part of the 
investment makes an ideal set-up 
from the station’s point of view, he 
thinks. 

While Mr. Wright discounted the 
idea of legal interference from any 
source, he said a legal fund will be 
established to cover this contingency. 

Transradio Press Service, with 
headquarters in New York, was first 
in the field as an intra-radio organi- 
zation, and was recently followed by 
Inter - Continental Communications, 
Inc., also of New York. Transradio 
claims that 150 stations buy its serv- 
ice. 


“Collier’s” Picks Jones 


Collier’s has appointed the New 
York office of the Ralph H. Jones 
Company to handle its advertising. 
National magazines and advertising 
business publications will be em- 
ployed. 


Brings Out New Gin 


Ruby sloe gin, a new product, has 
been placed on the market by Na- 
tional Distilling Company, Milwau- 
kee, which will introduce it with 
newspaper advertising. 


BI 


> Sy 
Circu® 


A MILLION DOLLAR STORY 
in a few lines of type 


A million dollar story in a few lines of type is the news item car- 
ried in the dailies of the country, informing the public that the 
Post Office Department has withdrawn the simplified mailing 
privileges by which manufacturers and advertisers throughout the 
country were enabled to deliver their message, unaddressed, in 
selected areas of their market. 


The official reason for the discontinuance of this service is that the 
net revenue derived from the deluge of business, which this form 
of mailing has brought to the Post Office Department, failed to 
show a profit to justify its continuance. 


Some will only get a two cent value out of this story. They will only 
see in it the news that Uncle Sam cannot run a business profitably. 


Others will get the full million dollars worth. They will realize that 
the value of Mass Plan (direct to the home distribution of adver- 
tising matter and samples by carrier) had never been fully appre- 
ciated, until Uncle Sam went into competition with the organized 
Industry of Mass Plan Advertising. 


They will discover: That well organized, highly trained, and effi- 
cient organizations of men in major markets throughout the coun- 
try are ready and able to give them a service, equal, if not 
superior, to that offered by the government in the delivery of 
unaddressed advertising matter. That the cost in many cases is 
less than one-half of the Post Office charge. That the established 
agencies rendering such service, are further equipped to give a 
coordinated merchandising service, which is bringing millions of 
dollars of profit into the treasuries of “national leaders" in the 
food, drug, and other consumer sales fields. 


In Chicago it is the Big Four Advertising Carriers—a seasoned 
organization complete in man-power, equipment, and "directive" 
talent, and supported by a thorough knowledge of the composi- 
tion and characteristics of this great central market. 


Manufacturers are invited to see proof of how Mass Plan—direct 


to the home distributed advertising matter—can increase their 
sales, profitably: Agency cooperation respectfully solicited. 


1G ADVERTISING CARRIERS 


DISTRIBUTORS OF ADVERTISING MATTER AND SAMPLES TO THE HOMES 


570 W. MONROE ST. 


PHONE RANDOLPH 4432 


CHICAGO 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 
EXECUTIVES! PURCHASING DI- 
RECTORS! New, improved process 
reproduces printed forms, bulletins, 
sales letters, advertising literature, 
etc., even though containing pictures 
and diagrams. Cuts unnecessary. 
Investigate low costs. Samples. 
Laurel Process, 480 Canal St., New 

York. Walker 5-0528. 4-6. 


HELP WANTED 


A group of responsible executives 
publishing a trade paper in one of 
the five largest industries; no compe- 
tition, want experienced office man- 
ager to take active charge. Invest- 
ment of $10,000 required. Substan- 
tial interest given. Box 582, ApvER- 
TISING AGE, Chicago. 


Wanted: A man who knows Food 
Distribution from A to Z—a man 
who understands the marketing of 
Food Products—to serve as Merchan- 
dise Manager and Agency Contact. 
Experience — abselutely essential. 
Write experience—references—salary 
expected in first letter. Box 556, 
ADVERTISING AGE, Chicago. 


DILLINGER 
might have even been tempted to 
swipe a copy of the valuable “IDEA 
STIMULATOR”’—a fountain of flex- 
ible copy ideas, headlines and closes. 
To anyone who enjoys writing LIVE 
copy, it’s a “steal” at one dollar. 
MILT GREY, 224 N. Pine, Chicago. 


POSITIONS WANTED 


University graduate, 31 years old, 
thoroughly exp. business-getting and 
service depts. of trade papers; pro- 
ducer of resultful copy, campaigns, 
sale promotions seeks connection 
with adv. dept., agency or trade pa- 
per where business common-sense, 


aggressiveness and ability offer bet- 
ter future than present connection. 
Box 581, ApvEeRTISING AGE, Chicago. 


BUSINESS OPPORTUNITIES 


DISTRIBUTORS WANTED 

A new rotating advertising device, 
containing 25 “ads,” is now ready 
for marketing. These devices are 
leased, thereby producing a substan- 
tial income for years to come. The 
product is manufactured by a plant 
rated AAAI, 

Inquiries are invited for valuable 
exclusive franchises in the U. S. Ex- 
clusive distribution rights for Can- 
ada, etc., also available. Box 574, 
ADVERTISING AGE, New York. 


Takes Large Space to 
Warn Public of Vandals 


Following an alarming wave of 
vandalism in Cleveland, the Asso- 
ciated Industries of Cleveland, manu- 
facturers’ organization, recently used 
full-page newspaper advertisements 
to bring the situation forcefully to 
the public’s attention. 

Rewards up to $1,000 for informa- 
tion leading to arrests and convic- 
tions were announced. Headline clip- 
pings from Cleveland newspapers, 
which have also been fighting van- 
dalism, were reproduced. 


Heller Gets Asphalt, 
Brewing Goods Accounts 


Refined Asphalt Company, South 
Orange, N. J., maker of Raco roof 
coating, has launched a campaign in 
farm publications, following appoint- 
ment of Heller Advertising Service, 
Newark, to handle its advertising. 

Heller has also been selected to 
handle advertising of the Crown 
Equipment Company, Inc., Newark, 
maker of brewing and dispensing 
equipment. 


Associations Move 


The Association of American Soap 
& Glycerine Producers, Inc., has 
moved to 381 Fourth Ave., New York, 
from 386 Fourth Ave. The change of 
address also applies to the code au- 
thority for the Soap & Glycerine Mfg. 
Industry, Glycerine Producers Asso- 
ciation, Industrial Soap Association, 
and Cleanliness Institute. The new 
telephone number is Murray Hill 
4-5315. 


when BROUGHT TO 
LIFE by the Heinn 
loose-leaf system » 


Advertising managers who have 
wanted to disown the catalog 
department get a new outlook 
when they speed up selling-by- 
catalog through the Heinn sys- 
tem. ® There is something go- 
ing on all the time. Instes2 of 
being a dead weight on the bud- 


i Ses 
eee BINDERS 
mie 


Originators of the Loose-Leaf System of Cataloging 


CATALOGS ARE 
ADVERTISING 


get, the catalog is a merchan- 
dising dynamo. ® Sales on new 
goods go up an average of 50%. 
Your catalog is in constant use 
by the big customers who do 
the heavy buying. Every time 
the Heinn speed-action clicks, 
a new piece of advertising goes 
to work for you. 


Write for information. 


THE HEINN COMPANY 
Dept. 515, 326 W. Florida St., Milwaukee 


THE SALES-PAC 
Originated and perfected by 
Heinn. The standard in 
American selling practice. 
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n. P} OT O GR ms Py {| C CAREFREE MOTORING IS THE THEME OF NEW ESSO ADVERTISING 
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; WEEK 
le 2 SIGN 
> ARTISTS THINK THESE MODELS FILL THE BILL 
. ve Spa a ‘wr 
ls 
of ee 
0 _| 
u- 
“ Esso Marketers will stress happy motoring in their spring and summer campaigns, using newspaper and out- 
to door advertising. This is one of the painted bulletins which emphasizes the joy of motoring with Esso. 
(Story on Page 18.) 
c 
p- 
“nd [Left) Models, as well as illustra- ILLUSTRATES VALUE OF PRINTED CELLOPHANE 
tions and copy, vied for honors at 
the advertising art exposition spon- 
sored by the New York Art Direc- 
t tors Club. Blonde, five-year old 
s Beryl Magee was voted the pret- 
~ tiest child in advertising. The 
in others, left to right are Bunny 
at Hartly, decreed “most popular”; 
ce, Mrs. Carmel White Snow, editor- 
ins in-chief, "Harper's Bazaar," who 
m awarded the prizes; and Janice 
*k, Jarrett, selected for the second 
ng year as the most —_— American 
girl. 
28 ’ 
*k, 
of 
- MAKES A HIT 
30- 
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This photograph, by Don Wallace, appears in the current issue of 

"Vision," house organ of Shellmar Products Company, Chicago, to 

illustrate the value of printed Cellophane packages, such as that used 
or Wrisley bath crystals. 


This three-pound package used by 
Nash Coffee Company, Minneap- 
olis, and including a piece of silver- 


: ware held in place by the label, is BAND BOOSTS SALES OF PARCHEES! 
Perk-O-Liners, a filter-liner combination for use in percolators and reported as stepping up sales re- 

drip coffee makers, have just been placed on the market by General markably. The container was de- 

Paper Products Company, Boston. A national advertising campaign signed by Hazel-Atlas Glass Com- 
on the device is planned. pany. 


THE FAMOUS WHITE FLASH TRIO GOES ESTHETIC 


sy Ww vv ° 


The addition of the outside band, announcing a monthly jingle 
The three gentlemen whose appearance means Atlantic White Flash to almost every motorist in the contest, has increased the sale of Parchesi 350 per cent. Churchill- 


company's territory, will disport merrily on this 24-sheet, created by Benjamin Eshleman Company, Hall, Inc., New York, handles advertising for Selchow & Righter Com- | 
a Philadelphia. pany, Brooklyn, which makes the time-honored game. . XUI 
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MAGA[IZINE FOR MEN_ 


i 


’ Rapidly Approaching 


Pd 


; a Quarter of a Million 


Statement of Net Paid 
Cireulation for period 


ending March 31, 1935 


(copies on request): 


i 

; A.B.C. Publisher's Interim 
; 

= 


_ 

i \ 4 JANUARY 220.4381 
_\ FEBRUARY 225.984 

MARCH 229.103 


FICTION - SPORTS - HUMOR 
CLOTHES - ART - CARTOONS: 


PRICE FIFTY CENTS 


IN CANADA FIFTY-FIVE CENTS 


ARTICLES 


ERNEST HEMINGWAY 
EZRA POUND 
BRUCE BAIRNSFATHER 
FRANK SCULLY 
FRANK C. HANIGHEN 
JOHN GUNTHER 
W. BERAN WOLFE, M. D. 
MAJOR PAUL BROWN 
F. GREGORY HARTSWICK 
PAUL W. KEARNEY 
CARLTON BROWN 
LAWTON MACKALL 
ALBERT PARRY 


FICTION 


F. SCOTT FITZGERALD 
MANUEL KOMROFF 
ALVAH C. BESSIE 

+ LOUIS PAUL 
FRANZ HOELLERING 
HERMANN B. DEUTSCH 
BURNHAM CARTER 
KING VIDOR 


POETRY 
E. E. CUMMINGS 


SATIRE 


RAYMOND KNIGHT 
STACY JONES 
ANTHONY ARMSTRONG 


SPORTS 


ROBERT S. DOWST 
JOHN K. HUTCHENS 
VICTOR WEYBRIGHT 

DAVID GREGG 


DEPARTMENTS 


GILBERT SELDES 
BURTON RASCOE 
SIGMUND SPAETH 
JOHN V. A. WEAVER 
FRANK BLACK 
MEYER LEVIN 
A. de SAKHNOFFSKY 


CARTOONS 


JOHN GROTH 
E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
D. McKAY 
HOWARD BAER 
RODNEY de SARRO 
PAUL WEBB 
JAY IRVING 
GEORGE PETTY 
TY MAHON 
ROLAND COE 
ABNER DEAN 
SAM BERMAN 


(COVER) 
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5 Cents a Copy, $1 a Year 


SHOW REIGN OF 
OBSOLESCENCE 
IN FACTORIES 


McGraw - Hill Reveals High 
Cost of Old Equipment 


New York, May 2.—Sixty-five per 
cent of the country’s metal-working 
equipment is over ten years old! 
The annual waste in the power field 
now amounts to $750,000,000! 

These high lights of two surveys 
just concluded by two papers issued 
by McGraw-Hill Publishing Com- 
pany throw an illuminating glare 
on the tremendous backed-up de 
mand prevailing throughout all in- 
dustry. At least one of these sur- 
veys is corroborated by government 
figures. 

“Demand” was not used carelessly, 
for the survey made by Power in- 
dicates that a large number of plants 
are making definite plans to bring 
their power facilities up-to-date. Of 
this group, 16.3 per cent will under- 
take modernization within the next 
year and 12.6 per cent within two 
years. Another nine per cent is 
making tentative plans along this 
line. 

“Findings from Power’s All-Indus- 

(Continued on Page 6, Col. 4) 


Committees Are 
Appointed for 
N.I.A.A. Meeting 


Pittsburgh, Pa., May 2.-—D. C. 
Grove, advertising manager, Blaw- 
Knox Company, who is_ general 


chairman of committees for the Na- 
tional Industrial Advertisers Asso- 
ciation Conference to be held here 
September 18, 19 and 20, has an- 
nounced the following committees: 

Attendance Promotion and Pub- 
licity: A. E. Hohman, Blaw-Knox 
Co., chairman; W. J. Ramsey, Math- 
ews Conveyer Co., and A. R. Stevens, 
West Pennsylvania Power Company. 

Program: J. H. Waxman, Westing- 
house Electric & Manufacturing 
Company, chairman; H. V. Jamison, 
American Sheet & Tin Plate Co., C. 
H. Short, Pittsburgh Plate Glass 
Company, and Elmer T. Wible, Pitts- 
burgh Steel Company. 

Exhibit: D. A. Wolff, Edwin L. 
Wiegand Company, chairman; D. J. 
Coullie, Alling & Cory Company, 
Wm. J. Caldwell, Chatfield & Woods 
Company, and W. Hunter Snead of 
the same concern. 

Transportation: R. H. Beck, Pitts- 
burgh-Des Moines Steel Company, 


chairman, and Rudolph _ Ulirich, 
Bacharach Industrial Instrument 
Company. 


Entertainment: C. F. Steen, Eddy 
Press Corporation, chairman; J. F. 
Sweeny, Jr., Westinghouse Electric 
& Mfg. Company, B. M. Johnson, 
Whitaker Paper Company, and L. R. 
Brown, Hagan Coporation. 

Registration and Hotel Arrange- 
ments: B. D. Erickson, Wilson- 
Snyder Mfg. Corporation, chairman; 
F. R. Cook, Westinghouse Electric & 
Mfg. Company, Norman BE. Sharp, 
Hubbard & Company, Charles R. 


Wilson, William Penn Hotel, and M. 
R. Webster, N. I. 
quarters. 

Each chapter will appoint liaison 
members to work with the various 
committees. 


A. A. head- 


VALVES PACKED IN ATTRACTIVE CARTON 


The American Brass Company has adopted this attractive package 

for its line of Anaconda valves. The container is of the reverse tuck, 

folding type with a color scheme of blue-green and brown-red. 
Frank Condon, New York, was the designer. 


HERCULES MOTOR 
RESUMES EFFORT 
WITH LONG LIST 


Canton, O., May 2.—One of the most 
comprehensive advertising programs 
in the company’s history, and the 
most extensive since 1930, has been 
launched by Hercules Motors Cor- 
poration, large manufacturer of 
heavy-duty power plants, in an ef- 
fort to capitalize on the rapidly in- 
creasing demand on the part of in- 
dustry in general for specialized 
power plants. 

Copy has been designed to reach 
the broad field of more than 60 dif- 
ferent types of applications, includ- 
ing industrial, agricultural, automo- 
tive and oil field equipment, to 
which Hercules power may be 
adapted. Sizes of the engines, which 
include both gasoline and Diesel, 
range from 4 to 200 horsepower. 

Paramount in the minds of the 
company Officials in preparing the 
drive, according to Grace & Bement, 
Inc., Detroit, agency in charge, was 
the desire to emphasize the fact that 
their organization was not only en- 
gaged in manufacturing, but also 
provided an engineering service and 
would design and produce any spe- 
cialized power plants to meet the 
needs of the industry. 


Show Power at Work 
Full page insertions employ dra- 
matic photography showing Her- 
cules power at work. The series de- 
picts, under such headings as ‘“Mov- 
ing America’s Loads,” “Millions of 
Rides,” and “Producing America’s 


Crops,” buses and trucks carrying 
heavy loads of passengers and 
freight, plowing and harvesting with 
the aid of tractors powered with 
Hercules engines, drilling for oil, and 
road building machinery at work im- 
proving highway conditions. 

In a typical advertisement, copy 
leads off with the claim: “Hercules 
designs and builds more multi- 
cylinder, heavy-duty power plants 
than any other manufacturer pro- 
ducing only internal combustion en- 
gines. And every year many thou- 
sands of Hercules Engines—both 
gasoline and Diesel—become the mo- 
tive power for great trucks and 
buses which move the heaviest loads 
of freight and passengers along the 
highways of the world.” 

Hercules engines, officials say, are 
nearly all sold to manufacturers who 
use them as standard equipment in 


producing trucks, tractors, buses, 
power shovels, winches, combine 
harvesters and other machinery. 


The company’s aim is to impress 
the buyers of machinery, as well as 
the trade, with the excellence and 
stamina of its products. To do so, 
the schedule will include, besides 
Fortune and Time, which make up 
the general magazine list, the fol- 
lowing business papers: 

American Exporter, Automotipe 
Industries, Bus Transportation, Com- 
mercial Car Journal, Contractors & 
Engineers Monthly, Engineering 
News-Record, Farm Implement News, 
Implement & Tractor Trade Journal, 
Municipal Index, Oil € Gas Journal, 
Oil Weekly, Petroleum World, Pe- 
troleum Register, S. A. E. Journal, 
Roads & Streets, Pit € Quarry Hand- 
book & Directory, Composite Catalog 
of Oil Field & Pipe Line Equipment, 
Cooperative Tractor Catalog, Powers’ 
Road & Street Catalog € Data Book, 
S. A. E. Handbook and Tractor Field 
Book. 


ANALYSIS OF A. B. P. BUSINESS PAPER VOLUME 
1929 TO 1934 


1929 1930 1931 1933 1934 

Commission Pages 77,779 43,100 27,000 16,100 21,500 
Non-Commission ‘ 

Wee kecca ss 125,449 151,800 125,000 55,000 ‘ 59,600 

Total Pages.. 203,228 194,900 152,000 71,100 81,100 
Commission 

Pere $12,034,240 $ 6,800,000 $ 4,750,000 $ 2,820,000 $ 3,041,000 
Non-Commission 

DGUATS 3.60.40:5 18,715,760 21,400,000 19,000,000 8,000,000 8,955,000 

Total Dollars. .$30,750,000 $28,200,000 $23,750,000 $10,820,000 $12,000,000 
Total Agency 

i re 112,600 94,500 70,600 34,600 43,335 


Work Relief Program 


Presents Opportunity 
For Equipment Firms 


Situation Requires Careful Direction of Effort 
to Cover All Sources of Business 


Chicago, May 2.—With full-speed- 
ahead orders having been issued for 
the administration’s new public 
works relief program, manufacturers 
of construction equipment and ma- 
terials are eagerly awaiting develop- 
ments which will create a market of 
great magnitude for their products. 
Encouraging is the report emanat- 
ing from Washington that prac- 
tically 60 per cent, or nearly two and 
one-half billion dollars of the four 
billions available for the program 
must needs be spent for equipment, 
materials, supplies and transporta- 
tion incident to actual construction 
activity. 

This immediately confronts the in- 
dustrial advertiser with a marketing 
problem that must be whipped into 
shape and directed into many chan- 
nels, some of which are out of their 
usual course. Who will do the buy- 
ing of the array of products to be 
needed for this gigantic undertaking 
is a question being asked by every 
branch of the industry that is sure 
to benefit from forthcoming orders. 
For now under way, the program is to 
be pushed to the utmost and by stipu- 


BBDO LEADS IN 
VOLUME PLACED 
IN ABP PAPERS 


New York, May 2.—Batten, Barton, 
Durstine & Osborn placed more 1934 
advertising with members of As- 
sociated Business Papers, Inc., than 
any other agency, according to the 
A. B. P.’s annual compilation. B. B. 
D. & O. led the list with 1,550 pages, 
followed by G. M. Basford Company, 
with 1,480; N. W. Ayer & Son, 931 
and Campbell-Ewald Company, 818. 

The list of agencies placing 50 or 
more pages with A. B. P. publica- 
tions in 1934 is given in the tabula- 
tion on page 12. 

Members of the A. B. P. carried 
81,100 pages of advertising in 1934, 
against 71,100 in 1933, of which 21,- 
500 carried a commission, the re- 
maining 59,600 being non-commis- 
sionable. The number of agency 
pages was 43,335 compared with 34,- 
600 in 1933. 

The number of commission pages 
has declined sharply since 1929, 
when 38.27 per cent of 203,228 
pages carried a commission. This 
compares with 26.51 per cent in 1934. 

According to the A. B. P. analysis, 
business paper advertising has de- 
clined steadily since 1930, in rela- 
tion to magazine, newspaper, radio 
and farm paper volume. In 1930, 
business papers got 2.82 per cent of 
the total spent in these fields. Its 
relative share in 1931 was 2.68 per 
cent; 1933, 1.77 per cent; and in 
1934, 1.72 per cent. 

The dollar volume of the 1934 busi- 
ness reached $12,000,000 compared 
with $10,820,000 in 1933. 


lation the money must be spent with 
as much dispatch as possible to ef- 
fect desired results in relieving the 
unemployment situation, the gigantic 
hurdle that administration forces see 
must be cleared with true athletic 
celerity. ° 

Where the orders will actually em- 
anate from cannot now be definitely 
stated in view of buying practices ex- 
perienced in connection with other 
construction projects initiated by the 
government. It is for this reason 
that manufacturers whose type of 
products will be required on the 
jobs must see to it that their sales 
promotion efforts are sufficiently 
comprehensive to cover every pos- 
sible source of this business, 


Buying Influences Vary 


The market survey department of 
Engineering News-Record and Con- 
struction Methods, under the direc- 
tion of William Buxman, manager, 
and Elsie Eaves, director, has done 
a commendable piece of work in 
gathering data on the situation and 
untangling the maze as the practices 
have varied from project to project. 
Although certain general patterns 
prevailed in all cases, the combina- 
tion of buying influence changed in 
practically every instance. Here- 
tofore, who was to do the buying on 
any particular job was unknown un- 
til the actual specifications for the 
work were read. 

Strategic points to be covered in 
laying nets for this business include 
consulting and architectural engin- 
eers, management engineers and 
technical executives, contractors, en- 
gineers and constructors, federal gov- 
ernment engineers, state and high- 
way engineers, county, district and 
regional engineers, municipal en- 
gineers, railroad engineers, indus- 
trial and utility engineers, engineers 
with manufacturers of construction 
materials and equipment. 

With the expressed desire to local- 
ize the operations in connection 
with the projects to be awarded so 
far as possible, it is to be expected 
that the distributors of construction 
equipment and materials will play 
an important part in coraling the 
orders to be developed. This pre- 
sents another marketing problem for 
the manufacturer. 


Completes Inventory 


The inventory of the nation’s pub- 
lic works requirements recently com- 
pleted by the Public Works Ad- 
ministration, reporting on some 94,- 
178 needed projects, estimated the 
cost to be around fourteen billion 
dollars. In the analysis by struc- 
tures or types of projects, heavy en- 
gineering structures topped the list 
in costs although streets and high- 
ways led in number but trailed in 
dollars. 

Although one manufacturer recent- 
ly bagged an order for some 200 
units of heavy road construction 
equipment as a result of government 
projects, another concern in the 
same field is somewhat dubious as to 
the significance of this particular 
business. 

(Continued on Page 6, Col. 2) 
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PERSONALIZED 
ADVANCE MAIL 
IS EFFECTIVE 


Bauer & Black's Booklet 
Lends Suggestion 


Chicago, May 2.—Judicious use of 
direct mail material to prepare the 
field for salesmen’s calls has been 
found highly effective and profitable 
by Bauer & Black. Its application 
in a recent sales drive conducted 
through the medical profession is of 
interest to industrial advertisers be- 
cause of the suggestion that the 
same idea may be employed in the 
heavy goods field. 

Over a year ago Bauer & Black, a 
division of the Kendall Company, 
announced to the profession a new 
policy of research to develop and 
improve products for use by physi- 
cians and surgeons in the line of 
adhesives, bandages, cotton, elastic 
stockings, suspensories, and kindred 
items. 


The program was announced at 
the time in medical journals and 
mailing pieces. Customary sales 
follow-through and work among the 
druggists to make the items easily 
available took its course. The re- 
search and development work con- 
tinued and a more intensive drive 
was decided upon to further the sale 
of the old, and to introduce new 
products. 


Campaign Carefully Planned 


The campaign was looked upon 
and treated with the same impor- 
tance as to planning the attack as 
a major drive in warfare. The field 
was carefully surveyed and the drive 
preceded by a barrage to open the 
lines for the men so that they could 
make their work most effective. 

This was done with the aid of a 
12x9-inch, 12-page booklet reminding 
the medical profession of the com- 
pany’s pledge a year previous that 
it would devote the resources of its 
great laboratories to the problem of 
increasing the usefulness of its ex- 
isting products to members of the 
medical world, and to development 
of new products that would fill de- 
finite needs of the profession. 

Here, in convincing pictorial treat- 
ment, were the results of another 
year’s work strikingly told in the 
booklet. Products were shown in 
actual use—in many cases being ap- 


EFFECTIVE PERSONALIZATION 
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Pages two and three of the booklet Bauer & Black used to pave the way for representatives calling 
upon on og in a drive for business on new and improved products. The doctor knew in advance 


just w 


at the man who would visit him looked like, and the importance of the message he was to bring. 


plied to the patient by the hands of 
a physician. The text related the 
development process, the reasons for 
superiority of the items, and detailed 
information about physical char- 
acteristics, sizes, etc. The strong 
illustrations intrigued reading and 
registered in a forceful manner the 
story the company wished to put 
over. 


The mailing piece was not merely 


Modernization of Detroit Plant 
Effects 32 per cent Fuel Saving 


The first stage of a comprehensive rehabilitation program 
at Connors Creek Station of The Detroit Edison Company 


has been completed. 


Through the installation of modern units which take full 
advantage of higher steam pressures, increased boiler 


efficiencies, more economical methods of feedwater heating 
and other advances in power plant engineering, this station 


has effected a fuel saving of 32 per cent. 


POWER PLANT ENGINEERING’S advertising pages point 
out to power plant men the essential part turbines, engines, 
boilers, stokers, pumps, piping, motors and other equipment 


play in cost-reducing programs. 


POWER PLANT ENGINEERING is read by more than 18,000 
executives and engineers responsible for the generation, trans- 
mission and utilization of power. First June forms close May 17. 
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Charter Member A.B.C. - ABP. 
53 West Jackson Boulevard, Chicago, IIl. 


New 600 Ib. pressure, 30,000- 
kw. turbine installed at Con- 
nors Creek Station, Detroit. 
A full description of the 
modernization program un- 
der way at this station was 
published in April POWER 
PLANT ENGINEERING. 


a catalog, however. An illustration 
which occupied three-quarters of the 
front page placed the physician 
right into the situation—it showed a 
member of his profession seated at 
a desk, with the salesman along side, 
actually examining, with great care 
and interest, one of the company’s 
improved products. Two vertical 
lines of bold type told him: “Coming 
Soon—to bring you important infor- 
mation.” 

Upon opening the booklet he was 
confronted with the likeness of the 
particular representative who was 
scheduled to call on him, demon- 
strate these new products to him, 
and to provide him with adequate 
samples for test. This was told in 
the text under the headlines: “We 
introduce Mr. D. K. Keith who will 
call upon you at your office. 


COMING SOON 


The illustration on the front of the 

booklet prepared the physician for 

the role he was to play upon the 
salesman's visit 


and a new service policy to the med- 
ical profession.” 

The copy went on to say that “Mr. 
Keith is a special professional repre- 
sentative for the state of Indiana. 
He is a service rather than a sales 
representative. He will keep you in 
touch with new developments in sur- 
gical dressings— demonstrate new 
products,” etc. 


Use Business Reply Card 


Although Mr. Keith was to make 
the call as stated, the third page, 
which elaborated on the idea, carried 
a business reply card for the physi- 
cian to return, requesting Mr. Keith 
(by name) to call and demonstrate 
the particular products checked in 
which he was especialy interested. 

With this advance preparation of 
the field, the representative had no 
difficulty in getting the audience he 
sought, and with exceptional results. 
Following this material, at weekly 
intervals, the doctor received three 
mailing pieces consisting of reprints 
of page advertisements which had or 
were appearing in the professional 
journals, each featuring one of the 
new products. 

Although the literature was highly 
effective in its character, Arthur 
Tatham, advertising manager of the 
company, credits careful timing of 
its issuance with a large share of 
the success. 


Industrial Copy 


Uses Circus Terms 
The American Monorail Company, 
Cleveland, O., has issued a unique 
piece of direct mail copy which lists 
the features of its products in circus 
terms with circus illustrations. 
Strength, for instance, is portrayed 
by the circus strong man; safety, by 
the net which protects the aerialist; 
flexibility, by the contortionist; easy 
installation, by the work of the ele- 
phant; close headroom, by the ex- 
panse of a lion’s jaws; and operating 


Gar Wood Copy 
Appears Minus 
Mr. Gar Wood 


Detroit, Mich., May 2.—Using as 
an incentive the enthusiastic con- 
tention that there is a ready market 
for five million new homes and a 
need for modernization among 
twenty million others, Gar Wood In- 
dustries, Inc., is conducting an ag- 
gressive industrial publication cam- 
paign to tell the building trade that 
it is offering a better way to build 
homes and an easier way to sell 
them. 

The new drive is characterized by 
the elimination of the traditional 
photograph of Gar Wood from the 
copy. Instead of building the cam- 
paign around the famous Harms- 
worth sportsman for what ever pub- 
licity value may be involved, the 
company has designed its copy, un- 
der the direction of its new agency, 
Grace & Bement, Inc., to do strictly 
a selling job on the basis of supe- 
riority of product and engineering 
facilities available to the trade. 

Employing a widely diversified 
copy treatment and layout, the com 
pany urges the trade to “Step Out 
From the Crowd,” to “Specify Time- 
Tested Systems” and to “Make the 
Basement Your Sales Clincher.” 


Gives Selling Points 


Typical copy continues in part: 
“Home equipment in the basement 
is today’s sales clincher. Gar Wood 
Automatic Oil Heating and Air Con- 
ditioning Systems are lowest in op- 
erating costs according to owners, 
who say Gar Wood Heat costs less 
than coal.” 

In addition, according to another 
typical specimen of copy, “When you 
sell Gar Wood Heating and Air Con- 
ditioning Systems . instead of 
mere heating gadgets . - you get 
factory support, engineering service 
and guide forms, helpful sales facts 
and sales clinching equipment. You 
deal with skillful heating and air 
conditioning engineers .. . pioneers 
in the field of residential heating 
and air conditioning.” 

Included in the schedule are Amer- 
ican Artisan. American’ Builder, 
Architect’s Weekly Bulletin, Archi- 
tectural Forum, Architectural Record, 
Fuel Oil Journal and Oil Heat. 


Hill Joins Penton 


H. A. Hill has been added to the 
eastern advertising sales staff of the 
Penton Publishing Company with 
headquarters at the New York of- 
fice, 220 Broadway. He will repre- 
sent Marine Review. Mr. Hill was 
previously connected with Water- 
works Engineering. 


Byers Appoints Agency 

The Byers Machine Company, Ra- 
venna, O., manufacturer of Diesel 
and gas powered shovels and cranes, 
has appointed the Bayless Kerr Com- 
pany, Cleveland, to handle its adver- 
tising. Industrial papers and direct 
mail will be used to reach contrac- 
tors, engineers and other users. 


ease, by the flying trapeze artist. 

Black figures on green _back- 
grounds serve as the illustrations. 
The copy has attracted considerable 
attention. The Bayless-Kerr Com- 
pany is the agency. 
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ADVERTISING AGE 


SALTY COPY AND 
HEADLINES SELL 
MARINE PUMPS 


Warren Finds It Pays to 
“Talk the Language”’ 


Warren, Mass., May 2.—In adver- 
tising its marine pumps, the Warren 
Steam Pump Company, Inc., is using 
“Seagoin’” headlines and copy to 
earry its message to marine engi- 
neers and executives. 


Warren copy constantly stresses 
the fact that Warren pumps are made 
to provide the lowest possible pump- 
ing costs per year; that these pumps 
are developed specifically for marine 
service by men who know the exact- 
ing requirements of pumps in all 
classes of vessels from_ tropical 


ARE YOUR PUMPS 
GIVING EARNINGS 


THE DEEP 


Many ships in service today carry pumps that have out- 
loved there ethorent usefuloess that 
hebl 


y 
iprocating Pumps, noted for their low 
power consumption and maintenance as well as their un 
fasling high efhoency 
Whether you build a new vessel of recondition an old 
one, follow the example of leading shipping companies 
and the government... write" Warren” into your specif» os 

drow eng enyibing ores the ode 


canons for low power and maintenance 
STEAM PUMP CO. 


WARREN SEAM rune co 


WARREN, MASSACHUSETTS 


Navy mee for 


Special care is exercised to use 

the language of marine engineers 

and executives in this copy to sell 

Warren marine pumps. It has 
proven effective. 


tramps to coast guard cutters in the 
Arctic; and that the U. S. Navy and 
the largest shipping companies rely 
on Warren pumps. 

All copy is written in the language 
of the shipping company officials and 
operating men. For almost without 
exception the marine superintendents, 
chief engineers and others who buy 
yumps have worked up through the 
engine room. 

In this respect great care has been 
observed to avoid any of the “Shiver- 
me-timbers,” “Ahoy-there-mate” 
school of pulp-wood-sailor jargon. 
These terms produce a severe attack 
of mal de mer on the average marine 
man. The danger has been avoided 
by turning over the copy job to an 
ex-naval officer, L. H. Brendel, of the 
staff of Sutherland-Abbott, Boston 
advertising agency, handling the 
Warren advertising. 


Typical Copy Cited 


For example, one advertisement 
asks “Are Your Pumping Costs Drag- 
ging Anchor?” and continues with 
“when operating costs of auxiliaries 
drift into uncharted channels, profits 
are wrecked. Today hundreds of ves- 
sels are carrying pumps that have 
outlived their usefulness, pumps that 
are sea-going power hogs with exces- 
sive maintenance charges.” 

Another is captioned “Are Your 
Pumps Giving Earnings The Deep 
Six?” A third headlines “Warren 
Pumps ‘Ship-Over’ in the Navy” and 
tells the part Warren pumps are 
playing in the new naval building 
program. Still another recounts how 
“Warren Pumps Help Cut Operation 
Costs of the Great White Fleet” on 
some 30 vessels of the United Fruit 
Company. 

A more recent one urges “Take 
Soundings on Your Pumping Costs” 
and shows a sailor with a lead line 
taking a sounding of the pump cost 
curve on a large chart. The copy 
strongly recommends replacing prodi- 


gal, old pumps that appear to be 
faithful but actually squander exces- 
sive quantities of steam and repair 
part, with efficient Warren pumps. 


Emphasize Engineering Aid 


Warren marine advertisements 
also emphasize the part that the ex- 
perienced Warren marine represent- 
atives can play in providing lower 
pumping costs, urging shipping com- 
panies to call on them for suggestions 
and recommendations with regard to 
all marine pumping requirements. 
This series of marine headlines 
and copy appears only in marine pub- 
lications. A separate and entirely 
different campaign is being run in 
the power plant and industrial field, 
while specialized direct mail is em- 
ployed to carry stories of how tough 
pumping problems are being whipped 
and important savings made for such 
industries as coal mining and paper 
meking. 

According to H. M. Hathaway, sales 
manager for the company, the series 
is meeting with the hearty approval 
of their saltiest sales engineers. 


Eddy Joins Hagan 
After 10 Years 
With Ohio Brass 


Pittsburgh, Pa., May 1.—Glenn H. 
Eddy moved in today and reported 
at the offices of the Hagan Corpora- 
tion where he will 
be engaged in 
advertising and 
sales promotion 
work in connec- 
tion with the com- 
pany’s water soft- 
ening products 
and Hagan com- 
bustion control 
equipment. 

For the last ten 
years Mr. Eddy 
Was associated 
with the Ohio 
Brass Company, Mansfield, O., as 


Glenn H. Eddy 


manager of advertising and sales 
|/promotion. Previously he was in 


charge of direct mail advertising 
for Link-Belt Company, Chicago. 

Mr. Eddy is well known for his 
initiative and activity in industrial 
|advertising circles. He is a director 
of the National Industrial Advertis- 
ers Association and for the last year 
has been the editor of the organiza- 
| tion’s “News Letter,” which has done 
{much to promote better cooperation 
and fellowship between members of 
the several chapters. 

He was one of the charter mem- 
bers of the Engineering Advertisers’ 
Association, Chicago, and is a mem- 
ber of the Industrial Marketers of 
Cleveland, in the organization of 
which he played an active part. 


Kearney Talks 


James R. Kearney, Jr., vice-presi- 
dent, James R. Kearney Corporation, 
St. Louis, told the Industrial Mar- 
keting Council about a system of 
sales control which he has developed 
during the past year, at its May 2 
meeting. 

His subject was “Building a Mas- 
ter Form for Merchandising.” 


McGraw-Hill’s Plan for 
Electrical Reference Books 


Announcement has just been made 
by the McGraw-Hill Publishing Com- 
pany of a new plan for the publica- 
|tion of its reference books in the 
electrical field. They will appear as 
buyers’ reference editions of Elec- 
trical World and Electrical Contract- 
ing, respectively. The books will be 
printed as extra editions and will be 
bound in board covers. 

They will contain directory in- 
formation covering all manufactur- 
ers and products in the electrical in- 
dustry. Bold-face listings and dis- 
play advertisements will be available 
in this section. In addition there 
will be a catalog section for the pres- 
entation of institutional material. 
Company and trade names indices 
will be features. 

The distribution of the Electrical 
World buyers’ reference issue will 
be 15,000 and of Electrical Contract- 
ing 20,000. Advertisers may use 
either or both editions, as desired. 

Howard Ehrlich is vice-president 
of the McGraw-Hill Company in 
charge of the electrical publications, 
and has announced the program for 
the new reference books. 


from 


when two printers 
were saved 


starvation 


Ir was almost 500 years ago that a hesitant knock on the 
great gate of the Italian monastery of Subiaco summoned 
the drowsing porter to his grill. Through it, he could see two 
weary faced, flaxen-haired men and a small cart on which 
was tied a press, crude and clumsy as the rudest wine press. 

In answer to his question, the travelers identified them- 
selves as Conrad Schweinheim and Arnold Pannartz, 
German printers exiled from their country because their 
attempts to substitute Roman letters for Gothic characters 
had brought on them the wrath of German scholars. They 
were weary with travel, hungry, out of money and seeking 
a haven where they could practice their art and live in 
peace. Would the porter’s Superior receive them? 

Summoned, the Abbot gave them permission to set up 
their press in his cloisters...and with that act of humanity 
saved printing from illegibility. For in those cloisters 
Schweinheim and Pannartz devised such innovations as 
the spacing between words which makes printed pages read- 
able and designed and cut the Roman type characters 
which reduced the expense of type reproduction. 

It is not by coincidence that the latest development in 
better printing, which is Kleerfect paper, echoes the con- 
tribution of Schweinheim and Pannartz. For today, no less 
than in the past, greater economy and better reproduction 
are the vital factors in printing progress. And with Kleer- 
fect, the Perfect Printing Paper, these two factors have 
made a new and important advance. 

Kleerfect has added, to exceptional opacity and the 
strength requisite to high speed presses, freedom—for all 


practical purposes — from two-sidedness of color and tex- 
ture which insures printing of equal excellence on both 
surfaces . .. A color that eliminates glare, makes text more 
legible and insures the true maximum reproduction of one 


to four printed colors. 


Whether you are an advertiser or a publisher, you can 
profit by investigating both the economy and superior work 
Kleerfect makes possible. A request to our Advertising 
Office in Chicago will bring facts and samples to you. 
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Obsolescence in Industry 


In spite of all the opinions which 
have been expressed to the contrary, 
it is evident that consumers can be 
supplied with plenty of goods at 
lowest prices only through the use 
of efficient mechanical production. 
Hence keeping industry operating on 
a low-cost production basis through 
the use of the best equipment is ob- 
viously an objective that even the 
most ardent advocate of the more 
abundant life could logically accept. 

If we assume that industrial 
equipment more than ten years old 
is obsolete, and for most purposes, 
and under normal conditions of 
operation, it is, then we can also 
assume that much of the industrial 
machinery in the United States 
should be retired. The measure of 
obsolescence is the measure of the 
marketing opportunity which manu- 
facturers in the industrial equipment 
field now have before them. 

The third survey of obsolescence 
just completed by American Ma- 
chinist shows that 65 per cent of 
the machine tools in metal-working 
plants are more than ten years old. 
Many of them are obsolete, accord- 
ing to the most liberal standards, 
and should be replaced. The job of 
supplanting them with modern equip- 
ment, whose cost-cutting possibili- 
ties would easily justify the invest- 
ment, is a marketing operation 
whose importance should challenge 
the best efforts of merchandising 
men in that field. 

In the case of plants which are 
running at a small percentage of 
capacity, or which are using old ma- 


chines for standby or maintenance 
purposes, it is not always possible to 
say that a ten-year-old machine is 
obsolete, but in most instances 
where normal operations are being 
conducted, this is a perfectly safe 
measure of obsolescence. 

The American Machinist survey is 
of significance to a good many equip- 
ment groups besides the machine 
tool industry, because it can be taken 
for granted that it represents a 
fairly general condition. In fact, the 
Power survey, reported in detail in 
this issue, confirms the fact with ref- 
erence to another important indus- 
trial classification. Manufacturers of 
equipment used for other purposes 
should have more exact facts than 
are at present available, but they can 
proceed with the assurance that they 
have a replacement market, based 
on the extent of obsolescence, that 
should keep them busy for years to 
come. 

There is a big marketing job to be 
done, and it will require a modern 
conception of the task in order to 
accomplish it successfully. Markets 
must be clearly defined, sales and 
distribution plans carefully made 
and coordinated, and advertising 
and sales promotion undertaken with 
the clear objective of selling the 
idea of eliminating old equipment. 

Given reasonably good general 
conditions, from a political and eco- 
nomic standpoint, machinery manu- 
facturers and other leaders in the 
industrial marketing field are pre- 
pared to make real progress in the 
years just ahead. 


One Method of Copy Testing 


The subject of testing copy. ad- 
dressed to industrial buyers is get- 
ting more attention now than for 
some time. The National Industrial 
Advertisers Association, stimulated 
to action by some interesting dis- 
cussions at the Cincinnati conven- 
tion last fall, appointed a committee 
which has been making preliminary 
studies and much helpful informa- 
tion may be expected to result. 

Various techniques have been sug- 
gested, and some of them have prac- 
tical possibilities. One which re- 
cently came to light seems to offer 
opportunity for the measurement of 
those intangible factors which so 
often seem to defy analysis of a 
mathematical character. It consists 
simply of comparing mental atti- 
tudes toward advertised products of 
groups which have and have not 
been exposed to the advertising. 

For example, suppose a manufac- 


turer has been urging a new idea on 
a given group of industrial execu- 
tives, over a long enough period to 
have a reasonable expectation of 
having converted a _ considerable 
number to his way of thinking. A 
survey of this group would disclose 
the attitude of the majority toward 
the ideas contained in the advertis- 
ing, without requiring that the sub- 
jects be aware that the copy itself 
was in question. 

Then another group, not exposed 
to the advertising, could likewise be 
surveyed, and the results, compared 
with those recorded by the first 
group, would immediately indicate 
the effect of the advertising. This 
plan, which seems both sound and 
simple in operation, would be more 
useful in determining the value of 
advertising effort generally, of 
course, than in rating the relative 
efficiency of different pieces of copy. 


CONFESSION IS GOOD FOR THE SOUL 


—Today. 


"Sure, my business has improved—but, darn it, | had to neglect 
my golf." 


Calcium or What, 
You Make Us Blush 


To the Editor: We in this office 
got a kick out of both of your car- 
toons in your April 6 issue, the one 
about the fellow buying the boat, 
and the one showing the chap shav- 
ing while his wife takes a bath. I 
was particularly intrigued by the 
caption under the photograph “Log- 
ical But Different Copy.” It cer- 
tainly is different, but I wonder 
about the “logical.” 

If the young wife is in the habit 
of taking a bath while her husband 
shaves, I question whether it is 
logical to assume that she would 
be covering herself up while she dis- 
cussed the ring around the bath tub 
with her husband. If she is cov- 
ering up because of the presence 
of the photographer, the situation 
can hardly be called logical at all. 

Most enlightening, however, was 
the first sentence of the article in 
which reference is made to “the 
same calcium.” So that is what that 
stuff is that I get on me when I 
go out to hoe in the garden or tinker 
with the spark plugs on my car. I 
know it makes a ring around the 
bath tub, but I never knew it was 
calcium before. 

In conclusion let me say that 
Crass & INDUSTRIAL MARKETING is 
becoming increasingly interesting. 

HoOwARD CAMPBELL, 

Editor, Modern Machine Shop, 

Cincinnati, O. 
vy v 

More on Special Issues 

To the Editor: You asked for com- 
ments on special issues from readers 
of your Problems column—here are 
mine. 

We are very much inclined to 
steer clear of special issues. We 
feel that they may have some bene- 
fit, but we also feel that they are 
very, very, much over-exploited, that 


any encouragement very quickly 
leads to their being practically 
worthless. 


In some fields today we see spe- 
cial convention issues come out with 
so much special advertising in them 
that the regular user is faced with 
hopeless competition, and we doubt 
very much whether there is any- 
where near the increase in attention 
value as there is increase in com- 
petition. I can’t imagine even a 
serious- minded individual sitting 
down and reading a trade paper at 
a convention, and when he gets back 
home he usually has enough to do 
to keep him from reading it for quite 
a while and then he has usually lost 
interest. 

The man who couldn’t attend the 
convention and is interested, may 
glance. through the paper and may 
particularly read those parts of the 
report in which he is vitally inter- 


ested, but that doesn’t make the con- 


Voice of the Industrial Advertiser 


vention issue or special issue a me- 
dium having any great amount of 
extra pulling power. 

The only argument for a special 
issue, which sometimes bothers me, 
is the argument that we will be quite 
conspicuous by our absence from an 
issue in which every competitor may 
be. Even so, I think this argument 
is much over-done. If I had my way 
about it, I would discourage the spe- 
cial issue by staying out of all of 
them willingly. 

ADVERTISING MANAGER. 
7. ww = 
A Long Time to 
Maintain Distinctiveness 

To the Editor: How many exter- 
nal house organs can you name, 
with 25 years of continuous exist- 
ence? That’s the record achieved 
by “The Highway Magazine,” a 
monthly journal, published by the 
members of the Armco Culvert 
Mfrs. Association. 

In a separate envelope, we take 
pleasure in sending you a personal 
copy of our “Silver Anniversary” 
issue. Copies are also going to the 
editors of other leading advertising 
journals. When your copy comes to 
your desk, please glance through it. 
Then, if you have time, we shall 
appreciate your comments and criti- 
cisms. 

Since comparatively few external 
house organs can boast of a 25-year 
service record, you may wish to 
make some comment editorially, re- 
garding the development and growth 
of “The Highway Magazine.” An in- 
teresting summary is contained in 
our anniversary lead article. 


H. K. KENYON, 
Associate Editor, “The Highway 
Magazine,” Middletown, O. 


Full Bleed Front 


Cover Copy Effective 

To the Editor: Under separate 
cover, I am sending you a copy of 
the current issue of The Paper In- 
dustry. 

I think this issue carries an out- 
standing cover worthy of editorial 
comment. Here is an instance of 
how a little planning and coopera- 
tion between advertiser and pub- 
lisher—in the preparation of front 
cover advertisement—has produced 
a better result for both. 

No doubt you know that one of 
the big problems of every business 
paper publisher, is how to cash in on 
front cover advertising without de- 
tracting from the appearance of his 
magazine. I think The Paper Indus- 
try has solved the problem. It has 
added to the attractiveness of the 
cover and, at the same time, in- 
creased the prominence of the adver- 
tisement. 

I know that this is not an entirely 
new idea, but I think you will be in- 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any ad- 
vertiser or advertising agency from 
the publishers sponsoring them, or 
through CLAss & INDUSTRIAL MAR- 
KETING., 


152. Men, Metals and Metal Prog- 
ress. 

A circular tabulating the results 
of a survey to determine interests of 
the readers of Metal Progress which 
is used as a guide for the selection 
of editorial material. A circulation 
breakdown by occupation and indus- 
try and geographically is included. 


101. Steam Plant Practice in the 
Meat Packing Field. A report of an 
engineering conference for the dis- 
cussion of trends in the design and 
equipment of steam plants for the 
production of steam for processing 
and power purposes. The National 
Provisioner, Chicago. 


142. 


The Survey to End All Other 


Surveys. 

A folder issued by Brewers Journal 
presenting the details of a “Survey 
of Surveys” of publications in the 
brewery field compiled by Russell T. 
Gray, Inc., industrial agency. 


133. Selling the Manufacturer of 
Electrical Machinery Appliances, 
Apparatus and Supplies. 

A supplement to the above publi- 
cation issued by Electrical Manufac- 
turing, picturing eight additional 
products, detailing the materials, 
parts and accessory eleectrical equip- 
ment designed into each one. 


84. 1930 Inventory of Metal-Work- 
ing Equipment. A 170-page survey 
covering the metal-working field 
issued by American Machinist. 


151. Resale Market in 1935. 

This mimeographed document is 
Product Engineering’s annual report 
on the direct sale of parts, materials 
and finishes to manufacturers of all 
types of industrial machinery, trans- 
portation equipment, household ap- 
pliances, radios, office machinery and 
other engineered metal products. It 
predicts that the resale market will 
be especially fertile this year and 
tells why. 


124. The Mill and Factory Method. 

A colorful and graphically illus- 
trated explanation of the unique 
means whereby Mill ¢ Factory ob- 
tains and maintains a circulation of 
the currently active buyers of indus- 
by enlisting the mill supply distribu- 
trial plant equipment and supplies, 
tor as its circulation manager to con- 
fine subscriptions to the actual buy- 
ing influences in the modern indus- 
trial plants. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
cates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be- 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


terested in seeing it. Many adver- 
tising men, using industrial paper 
space, should be interested in having 
the idea passed along to them. 


Harry H. Costetto, 

Harry H. Costello and Associates, 

Chicago. 

[Editor’s note: The cover referred 
to carried a full bleed photographic 
reproduction of a machine in blue 
which was referred to in the adver- 
tisement. The heading of the paper 
was superimposed in a brilliant red.] 
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ADVERTISING AGE 


5 


DOUBLE PURPOSE 


but the center unit as well. Thus 
readers who have been accustomed 
to finding some editorial matter 
wedged in between the two adver- 
tisements are likely to find them- 
selves reading a story about the 
Harnischfeger arc welder before 
they realize that this is a part of 
the advertising strategy. The type 
affected by the publication is 
adopted so that the illusion is per- 
fect. 

The policy of using interchange- 
able advertisements, so that any 
product may bring pressure on any 
market, as desired, has the dual ad- 
vantage of presenting a fresh, in- 
teresting story in a number of fields 
while holding production costs down 
to the minimum. 


Designs Catalog 
For Economy and 
Ease of Reprint 


Philadelphia, Pa., May 2.—‘Fluid 
Power” has been selected as a term 
to differentiate Hele-Shaw fluid 
power pumps from the legion of 
regular lift pumps. The new no- 
menclature is introduced in a cata- 
log just issued by the American 
Engineering Company, manufactur- 
er. 

Much mystery is removed from 
hydraulic power in this new book- 
let when its resemblance to electric 


catalog has 44 pages, 84x11 inches, 
printed in blue and black. The cover 
is of heavy silver stock printed in 
black. Blue-print type illustrations 
are common throughout. 


One of the most important details 
and least conspicious features of this 
catalog is the departmentalization of 
the text into one-, two- and four- 
page units. This was done in an- 
ticipation of the need for reprinting 
various sections as a series of uni- 
form folders. Thus if sufficient in- 
terest is generated in Hele-Shaw 
transmissions as an entity, the forms 
for pages 18 to 22 inclusive will be 
lifted bodily and reproduced in a 
four-page folder. 


The wisdom and economy of this 


further appreciated as the American 
Engineering Company manufactures, 
among other products, Taylor Stok- 
ers and A-E-CO marine machinery, 
both customers for Hele-Shaw equip- 
ment and both represented by sec- 
tions in the catalog. 

Newspaper type for captions adds 
interest to the treatment which is 
otherwise enlivened by many photo- 
graphs, drawings and charts. 

The industrial division of John 
Falkner Arndt & Co., agency, de- 
signed and supervised the produc- 
tion of the catalog. 


Casey Appointed 
Jack F. Casey has been made ad- 


ysis 


Harnischfeger's new technique not 

only dominates a page with two- 

thirds-page copy ut through its 

flexibility permits more specialized 

effort in each publication by use 
of the interchangeable units. 


FACING COLUMN 
ADVERTISEMENTS 
SOLVE PROBLEM 


Harnischfeger Combines Ef- 
fectiveness, Low Cost 


Milwaukee, Wis., May 2.—Har- 
nischfeger Corporation has devel- 
oped a new answer to the problem 
of how to advertise a family of 
products with varying potentialities 
in many markets. 

The company not only manufac- 
tures a broad line of contractors’ 
equipment but a diversified group of 
industrial products, including over- 
head traveling cranes, electric 
hoists, electric motors, arc welders, 
welding fixtures, brewery equipment, 
etc. The advertising problem has 
been complicated by the fact that 
three or more of its products are 
sold in each of the industries to 
which the copy is directed. While 
breweries, for instance, are pros- 
pects for pitching machines and 
other specialized equipment, they 
also buy are welders and electric 
hoists. 


Flexible and Economical 


Fabricators in steel are buyers for 
many P&H products, such as cranes, 
hoists, motors, etc. To tell as much 
as there is to tell about each of 
these products in limited space has 
presented a baffling problem. 

In its current campaign, Harnisch- 
feger has met all of these demands, 
including that of economy, by the 
use of two one-third page advertise- 
ments facing each other. Each ad- 
vertisement occupies an outside col- 
umn, with the center column in the 
page usually being left open for edi- 
torial use. 

The May issue of Factory Man- 
agement and Maintenance, for ex- 
ample, carries two of these column 
advertisements, that on the left fea- 
turing P&H arc welders and the 
right hand copy talking about P&H 
convertible motors. The two pieces 
of copy are given unity, in spite of 
the intervening column which is 
filled by the editor, by an ingenious 
layout. The same advertisement 
was scheduled for Steel. 


Units Are Interchangeable 


An interesting feature of this ar- 
rangement is the flexibility and re- 
sulting cost reduction which is pos- 
sible. The left-hand piece of copy 
just referred to can be matched up 
with the right-hand advertisement 
in another advertisement which 
talks about electric hoists. The lay- 
out is identical, so that the unity of 
the presentation is preserved. 

On occasion, Harnischfeger uses 
not only the two outside columns, 


The Buchen Company, Chicago,| power is carefully and graphically 
planned the campaign. 


sectional arrangement have already |yertising manager of National 
drawn in the opening pages. The| been proved and are likely to be still | Jeweler, Chicago. 


Meeting the Challenge — 


New Dramatic Passenger Train Developments 


Are Increasing Railway Passenger Travel 


EW deluxe passenger cars of 

modern design and luxurious ap- 
pointments . . . new light-weight, 
high-speed trains . . . thousands of 
comfortably air conditioned cars, 
large numbers of which are equipped 
with new fittings and modern furnish- 
ings . . . faster schedules . . . these 
are some of the dramatic develop- 
ments now under way to increase the 
appeal of railway service and expand 
passenger travel. 


The activity to date has already 
shown results—and it symbolizes a 
renewed spirit of progress and ag- 
gressiveness on the part of the rail- 
ways. There are other symbols, in 


ALL A.B.C.—A.B.P. 


growing numbers, such as the opera- 
tion of freight trains at passenger 
train speeds, overnight service in 
some localities on certain classes of 
freight, the inauguration of pick-up 
and delivery service, and the atten- 
tion being given to equipment for 
freight operation. 


With the aggressive determination of 
the railroads to increase traffic 
through improved service to the pub- 
lic, the present activity is a forerun- 
ner of much greater and more wide- 
spread modernization of railway 
equipment and facilities. The trend 
is definitely in that direction, and 
should railway traffic and earnings 
improve appreciably, such increased 
activity may arrive more suddenly 
and in greater volume than is now 
anticipated! 


Aggressive railway sales and adver- 
tising efforts are definitely in order 
for 1935. The means for contacting 
important railway men _ effectively 
and economically are provided by 
the five Simmons-Boardman depart- 
mental railway publications. Through 
these publications you can - select 
your own railway audience, and con- 
centrate your efforts on the specific 
branch or branches of railway activ- 
ity that represent your railway mar- 
ket. Each publication is devoted to 
the interests of one of the several 
branches of railway activity and each 
one has a specialized circulation of 
railway men with buying power. 
Representation in the advertising 
pages of these publications will as- 
sure well-directed, economical pub- 
licity for your products in the in- 
creasingly important railway industry. 


Simmons-Boardman 


Publishing Company 


30 Church Street, 


105 West Adams Street, Chicago 


San Francisco 


New York, N. Y. 


Terminal Tower, Cleveland 
Washington, D. C. 
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CONTACT!!! 
NOW!!! 


Through advertising in 


The Federal and State officials who will 
supervise the expenditure of, and con- 
tractors who will receive the contracts 
for—street, highway and grade crossing 
work totaling approximately 


$1,500,000,000 


in 1935 and 1936. The $4,880,000,000 
Emergency Relief Bill just passed by 
Congress carries an appropriation of 
$800,000,000 for highways and grade 
crossing elimination. As a result Fed- 
eral and State authorizations for such 
work in 1935 and 1936 will total around 
$1,500,000,000. 


ROADS AND STREETS has always 
been recognized by engineers in Fed- 
eral, State and County highway depart- 
ments as the authoritative magazine for 
the street and highway field. 


ROADS AND STREETS IS THE 
ONLY HIGHWAY MAGAZINE 
OF NATIONAL CIRCULATION 
REACHING CONTRACTORS 
WHO WILL DO THIS WORK. 


ws 


ou 
ta all 


AGAIN 
Contact !!! 
Now!!! 


Through advertising in 


the men who will specify the equipment 
and materials to be used in a great con- 
struction program of waterworks and 
sewerage. Approximately $400,000,000 
or $500,000,000 out of the Federal Re- 
lief Appropriation of $4,880,000,000 will 
be spent in the waterworks and sewer- 
age fields. 


The engineers, federal, municipal and 
consulting, who will design and super- 
vise construction of these works are 
readers of Water Works and Sewerage. 


Both of These Monthly Magazines 
—Each a Leader in Its Field 


are published by 


GILLETTE PUBLISHING 
COMPANY 
400 West Madison Street, Chicago 


WORK RELIEF 
PROGRAM WILL 
CREATE ORDERS 


(Continued from Page 1, Col. 5) 


A. B. Shufeldt, general manager, 
Universal Road Machinery Company, 
Kingston, N. Y., is inclined to be- 
lieve that while such government 
purchase may help some industries 
temporarily, it is of very little 
permanent value, as most of the 
equipment purchased by the govern- 
ment at this time will eventually be 
discarded or scrapped when private 
industry again revives, which pre- 
vents the possibility of a continued 
income to the manufacturer through 
the sale of repairs which is an item 
of great importance in all machinery 
sales. 


Much Equipment Rented 


Mr. Schufeldt points out that on 
previous PWA work, preference has 
been given to hand labor, eliminat- 
ing the use of machinery to the 
greatest possible extent, and insofar 
as machinery has been used it has 
been rented, involving, generally, 
second hand machinery only, mainly 
because the prejects have been of 
comparatively short duration. 

A. O. Witt, manager, sales promo- 
tion, Schramm, Inc., West Chester, 
Pa., manufacturer of air compress- 
ors and electric welders, registers en- 
thusiasm over the possibilities of the 
government’s new program, 

“There isn’t anything more posi- 
tive,” he said, “than the statement 
that our own business has already 
felt the effect of this program to the 
extent of where we not only have our 
own entire force working in the 
shops but also added an extra shift 
in order to maintain production 
schedules in keeping with the 
amount of equipment like ours that 
is already being purchased. 

“A substantial increase has al- 
ready been planned in our 1935 ad- 
vertising budget and so far this year 
we have spent three times as much 
for new printed matter including a 
very complete catalog, etc., than we 
did in the previous year.” 

George W. Engelhart of Fuller 
Company, Catasaugua, Pa., manufac- 
turer of conveying systems, com- 
pressors and vacuum pumps, views 
the new government program in 
effect of substituting a new market, 
replacing a normal one which had 
almost disappeared. 

The practice of dividing up the 
road contracts into small awards 
has created a situation wherein the 
individual contractor cannot afford 
either to purchase nor to maintain 
a reasonably justifiable investment 
in cost-saving equipment, according 
to Mr. Engelhart. 


Sees New Business 


In the new appropriations, how- 
ever, as applied to construction of 
dams, locks and other large concrete 
structures he sees new and contin- 
ued markets for the company’s line 
of portable conveyors from which an 
increase in business is anticipated. 

Ralph P. Stoddard, secretary-man- 
ager, The Brick Manufacturers As- 
sociation, is anticipating an increase 
in business for brick manufacturers 
as a result of the new government 
program due to the development of 
reinforced brick masonry. This 
method of construction, he explained, 
effects economies where the struc- 
ture is in perpendicular plane be- 
cause no frame work is needed, and 
comparatively inexpensive in the 
erection of slabs. 

The association is directing pro- 
motional literature to engineers and 
architects and finds that consider- 
able work is necessary at Washing- 
ton because of the aggressive com- 
petition on the part of all materials. 

The industry is showing a notice- 
able normal improvement in busi- 
ness due to resumption of commer- 
cial and residential construction, and 
with the new works program fore- 
sees considerable better conditions 
in 1935. 
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The A. M. Byers Company, Pitts- 
| burgh, Pa., is looking to the grade 


crossing elimination program for a 
marked improvement in the sale of 
its flat rolled products, inasmuch as 
bridges rank high in the list of 
wrought iron plate applications, ac- 
cording to G. B. Cushing, advertis- 
ing manager. 

As far back as 1932 the company 
realized that an enormous amount of 
money would eventually have to be 
spent in the repair of bridge struc- 
tures, and consequently started at 


that time to promote the use of 
wrought iron for those applications 
where they had definite proof of its 
economic worth. The program has 
been continued and because it is 
closely coordinated with the sales ef- 
fort, definite returns are expected 
as soon as actual construction work 
begins. 

Must Plan Ahead 


“With engineering type projects,” 
said Mr. Cushing, “‘no specialty man- 
ufacturer can operate as an oppor- 
tunist, and by that I mean wait un- 
til the construction work actually 
starts before he attempts to sell the 
need for his material.” 

Milo E. Smith, advertising man- 
ager, Chicago Bridge & Iron Works, 
reports that they make no particular 
sales effort to get the PWA business 
other than submitting bids when 
awards are to be made. 

“Our general consensus is that the 
public works jobs have not been par- 
ticularly lucrative to contract firms,” 
he said. “Additional cost caused by 
extensive red tape, inexperienced la- 
bor requirements, unnecessary de- 
lays and reports make it almost im- 
possible to secure enough of this 
business to cover costs.” 


Truscon Sees Upturn 


Inasmuch as Truscon Steel Com- 
pany, Youngstown, O., derives the 
major portion of its volume of busi- 
ness from the building industry it is 
observing with great pleasure the up- 
turn or revival of construction work, 
R. P. Dodds, manager of advertising 
and publicity reports. 

This is another organization which 
has its advertising and sales work 
closely coordinated and in view of 
this is ready to capitalize on the 
new public works program as soon 
as actual orders materialize. 

“Truscon has always been known 
as an alert merchandiser of its prod- 
ucts,” said Mr. Dodd, “and today and 
tomorrow when opportunity seems 
to beckon more brightly than at any 
time in the past five years, we, of 
course, are looking toward those 
plans and policies which will enable 
us to secure the greatest return for 
the effort expended.” 


Looks to Private Building 


E. B. Tarpley, editor, Rocky Moun- 
tain Contractor, in reporting on the 
situation sees, as the most favorable 
outlook, the resumption of private 
building. Commercial building is 
definitely on the upward trend in 
that section of the country. 

Projects under the classification of 
engineering construction are defi- 
nitely in the majority, he said, and 
the machinery houses in the terri- 
tory covered by his paper are, and 


business. 


RED HEADS — EVERY ONE 


This group of beautiful red heads selected from the best in Chicago 
by Armour & Company for its dried beef packing exhibit at last 
year's Century of Progress furnished the illustration for a bleed front 
cover advertisement of Republic Steel Corporation in the March 16 
issue of "The National Provisioner." A splendid example of injecting 
human interest into industrial advertising and still keeping down to 


SHOW REIGN OF 
OBSOLESCENCE 
IN FACTORIES 


(Continued from Page 1, Col. 1) 
try Obsolescence Survey of Power 
Equipment” reports detailed replies 
from 454 companies representing 9.2 
per cent of industry’s total prime 
mover horse power as reported in 
the 1929 Census of Manufacturers. 
Since these companies are leaders 
in the field, the figures give some 
insight into the deplorable physical 
condition of concerns in the rank 
and file. 


A Natural Obsolescence 


If mechanical genius had stood 
still in the past decade, the power 
facilities of these 454 plants would 
still be in need of replacement due 
to wear. When the progress of recent 
years is considered, the picture be- 
comes more discouraging, as far as 
present condition is concerned. 

In these 454 plants are 2,736 boil- 
ers with 1,070,893 horse power, of 
which 925,050 h. p. is developed by 
1,961 water tube boilers. Of these 
1,961 boilers, 475, representing 316,- 
719 h. p., are from one to ten years 
old; 803, with 370,649 h. p., 11 to 20 
years old, and 683, with 237,641 h. p., 
over 20 years old. 

While the survey covers firing 
equipment and boiler accessories, 
the figures given above reflect the 
neglect of power plant equipment 
throughout industry. 

“Conservative estimates,” said 
Power in its survey, “place indus- 
try’s yearly power waste at three- 
quarters of a billion dollars—a sum 
nearly equal to industry’s annual 
dividend payments.” 

It adds in conclusion: 

“Today industry faces a peculiar 
situation. Labor and material costs 


have been for the last three years, 
enjoying a fair business. 

In viewing the prospects for equip- 
ment and materials business the ac- 
tivity being stimulated in the private 
building field by the FHA must not 
be overlooked. Domestic Engineer- 
ing is continuing its efforts to fur- 
ther the FHA move among plumbing 
and heating contractors through a 
second prize contest for the best 
plans received from members of the 
industry used in taking advantage 
of the FHA to sell plumbing ana 
heating equipment. 

The May Mill & Factory will carry 
an article by James A. Moffett, Fed- 
eral Housing Administrator, calling 
special attention to the extension of 
loans up to $50,000 for moderniza- 
tion of industrial plants, as well as 
hotels, office buildings and similar 
large properties. With the widening 
of the program the opportunities for 
equipment and materials business 
automatically increase. 


are being artificially pushed up- 
ward. These increased costs can be 
more than balanced by power sav- 
ings.” 

The other research was instituted 
by American Machinist, representing 
its third five-year inventory and ob- 
solescence survey, which revealed 
that 65 per cent of this country’s 
metal-working equipment is now over 
ten years old. This figure was 
reached after a study of 1,345,447 
major items of machine _ tools, 
presses, forging machines and weld- 
ing equipment, of which 879,522 were 
found to be over ten years old. 

Plant service and miscellaneous 
equipment and foundry equipment 
are reported separately with 52 and 
58 per cent respectively over ten 
years old. 


Maintain Present Status 


In 1925, the corresponding period 
for metal-working equipment was 44 
per cent and in 1930, 48 per cent. 
Thus the 1935 figure shows a jump 
of 17 points as compared with only 
4 points for the earlier five-year 
period. 

“Since only a pessimist would as- 
sume that industry will not better 
its present status of 65 per cent old 
equipment,” it is stated in the sur- 
vey, “we must examine first what 
the metal-working industry must do 
to maintain even its present low rate 
of efficiency and then what it must 
do to improve the situation. 

“By the end of 1935,” it continues, 
“all equipment produced during 1925 
will be over the ten-year mark. So, 
if we are to maintain our present 
percentage of modern equipment we 
must replace during 1935 an amount 
of machinery equivalent to that in- 
stalled in 1925, neglecting the lag be- 
tween placing the order and actual 
installation of a machine. Similarly 
output during the years 1936 to 1939 
should approximate that during 
1926 to 1929 respectively, if at the 
end of each year the industry is to 
keep its percentage of equipment 
over ten years old down to 65 per 
cent. 

“In terms of machines,” American 
Machinist continues, “in order to 
maintain the present ratio of old to 
new equipment 336,745 major metal- 
working machines will be needed be- 
fore 1940. The total indicated money 
expenditure over the same period 
would be $822,500,000, a figure which 
compares with that derived by a re- 
cent survey conducted by the Ma- 
chinery and Allied Products Insti- 
tute which gives a present pent-up 
demand for machine tools of $724,- 
410,648. 


Big Replacement Program 


“A more optimistic view would be 
that the metal-working industry 
would undertake to do better than 
this and recover the ground lost dur- 
ing the depression. The figure of 
48 per cent old equipment reached 
in 1930 was considered a poor show- 
ing for a country after five prosper- 
ous years. Surely a return to this 
figure by 1940 would not be too high 
an objective. But in order to accom- 
plish that,” the publication observes, 
“industry would have to absorb new 
machines at an index rate of 179, 
or a level approximately the peak 
reached in 1929. 

“To improve the ratio of new to 
old equipment and restore it to the 
level of 1930,” the report continues, 
“563,800 machines will have to be re- 
placed in the next five years. This 
does not include foundry equipment, 
plant service equipment, machine 
accessories and attachments. It is 
emphasized that these figures are 
not predictions. They merely indi- 
cate the minimum replacement that 
must be done to maintain our pres- 
ent status as regards obsolescence, 
or to restore it to the 48% level of 
old equipment in 1930.” 


Howard M. Robins Joins 


Tyson-Rumrill Associated 


Howard M. Robins has joined Ty- 
son-Rumrill Associated, Rochester, 
N. Y., as production manager. 

Mr. Robins comes to the agency 
field with a background of nine 
years’ experience in the advertising 
department of the Yawman & Erbe 
Mfg. Company, one of Rochester’s 
leading industrial organizations. For 
four years he was a member of the 
copy staff and house organ editor 
and for the last five years assistant 
advertising manager. 
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ADVERTISING AGE 


WESTCO DISPLA 
DEMONSTRATES 
PUMP SIMPLICITY 


Davenport, Ia., May 2.—The West- 
co Pump Corporation has created a 
new demonstrating display cleverly 
capitalizing on the ever-present hu- 
man desire to see how a thing works. 
Reports from the field indicate that 
distributors are so well pleased with 
its effectiveness that they are giving 
it prominent counter display. 

The focal point of the display is 


Decatur Pump Shows 


Increase in Sales 


Pump sales of the Decatur Pump 
Company, Decatur, IIl., for the first 
quarter of 1935 show an increase of 
97 per cent over the same period of 
1934. 

Partial credit for the increase is 
given to a new catalog and sales 
manual, “The Story of the Burks 
Pump,” distributed among jobbers 
and dealers handling the line. 


New Paper Started 


The National County, Chicago, was 
launched with the April issue. It is 
the official organ of the American 
County Association and will have as 
editor Allen D. Albert, who was as- 
sistant to Rufus Dawes, president of 
A Century of Progress. 


Porcelain Group 


To Hold Working 
Meet at Cleveland 


Chicago, May 2.—Typifying the ag- 
gressive research and promotional 
activity undertaken by the Porcelain 
Enamel Institute, is news of the in- 
stitute’s annual meeting to be held 
in Cleveland, Statler Hotel, May 22. 
At this meeting will be displayed the 
institute’s advertising and sales pro- 
motion campaign and the basis for 
market and technical research. 

Of special interest will be a typical 
store demonstration exhibit, which 
consists of a portable furnace placed 


before an array of such porcelain | 
enameled products as an electric re- | 
frigerator, gas stove, electric range, | 
clothes and dish washers, steel tile, 
kitchenware, commercial signs, with 
porcelain enameled reflectors used 
to floodlight this exhibit. The fur-| 
nace will be in operation, enameling | 
souvenir ash trays on which visitors | 
may write their names before the} 
firing process, resulting in a perma- 
nent souvenir bearing the recipient’s 
own signature. 


Will Dramatize Uses 


This meeting with its many dram- 
atizations of the uses of porcelain is 
planned to interest not only enam- 
elers but everyone concerned with 
the manufacture and merchandising 
of porcelain enameled products. It 


is understood that not only is the’ 


meeting an open one, but that the 
institute is urging the attendance of 


all allied groups, and of manufac- 


turers and distributors of all porce- 
lain enameled products. 

As an ancient art which has grown 
by stages into a modern industry, 
the field of porcelain enamel is being 
extended by the Porcelain Enamel 
Institute through its newly created 
Educational Bureau. Drawing on 
the historic romance and dramatic 
evolution of a seemingly prosaic ma- 
terial, this actiyity promises to be 
another example of modern methods 
for building business by amanaiinn 
research and promotion. 


Heating Show Show Scheduled 


The Fourth International Heating 
and Ventilating Exposition will be 
held in Chicago, Jan. 27-31, 1936. 


Westco’s famous turbine-type im- 
peller which is the pump’s only mov- 
ing part. A three dimensional ef- 
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fect is achieved by molding this im- 
peller of composition and finishing 
it in bronze. 

Almost invariably the customer at- 
tracted to this display reaches out 
and touches the impeller. His in- 
terest is heightened when he finds 
that it is solid and can be made to 
spin on its concealed shaft. 


Section in Actual Size 


From this point on it is a simple 
matter for the dealer to explain 
Westco’s unique pumping action. For 
his guidance, a cross section view of 
the Westco pump is shown in actual 
size. Selling features are clearly 
listed and pointed out. A handy 
pocket on the front of the display 
holds descriptive folders and invites 
the prospective customer to help 
himself. 

The display card measures 16x22 
inches and is printed in bright blue, 
orange and black. Varnished sur- 
face preserves attractive appearance. 
Detailed instructions for proper erec- 
tion on back of each display. 

Distribution of these displays is 
now being made to Westco dealers 
throughout the country. 

Hinrichsen Advertising Agency, 
Davenport, Ia., handles the account. 


T. A. A. to Hear About 


Transmission Council 


J. T. Slein, advertising manager, 
Graton & Knight Company, Worces- 
ter, Mass., will be the speaker at the 
Technical Advertisers Association of 
Boston, meeting May 9. His subject 
will be the campaign of the Power 
Transmission Council, stressing prop- 
er application of group and unit 
drives. His talk will be given in 
conjunction with visomatic sound 
slides. 

At the April 11 meeting the sub- 
ject of discussion was the selection 
of an appeal of copy theme, and its 
development in the actual copy. Re- 
search, on the basis of the market’s 
needs, or its inability to understand 
previous copy themes, savings in use 
were among the principal themes un- 
covered, as well as indirect cam- 
paigns to show consumers that the 
manufacturer is an authority in his 
field, and the featuring of big users 
of the commodity or item manufac- 
tured. 

Since the next meeting of the T. 
A. A. is the annual meeting, a nom- 
inating committee consisting of 
James H. Watson, S. D. Warren Com- 
pany, James T. Chirurg, James 
Thomas Chirurg Company and Roy 
D. Baldwin, Simonds Saw and Steel 
Company, Fitchburg, Mass., will 
draw up a slate of officers for action 
by the organization. 


B. & S. Elects Two 


Stephen F. Briggs has been elected 
chairman of the board and Charles 
L. Coughlin, vice-president, named 
president of Briggs & Stratton Cor- 
poration, Milwaukee, manufacturers 
of automobile accessories. H. M. 
Stratton, a director, has been named 
vice-president. 
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Sales Promotion—Can 
It Be Too Special? 


For the last few years we have 
been trying to bridge the gap be- 
tween our general advertising and 
personal selling in the development 
of sales promotion letters and direct 
by mail pieces. We have mailed 
some very nice pieces but as much as 
we have tried to individualize the 
work, I still believe that it is too 
general. 

On the other hand, our advertising 
manager does not believe that we 
should break down our lists too much 
because then there are two few of 
each mailing piece. 

Can you give us some information 
as to what is considered good prac- 
tice along this line? 


SaLes PROMOTION MANAGER. 


In general advertising very little 
specialization is done because the 
costs must be kept to a minimum and 
a large number of pieces would have 
to be mailed. When we get into gen- 
eral industrial advertising, more spe- 
cialization is possible. 

Concerns have found it very prac- 
tical to not only prepare different ad- 
vertisements for each industry but 
have broken down each industry into 
one or more groups. It certainly is 
true that the more you break down 
your lists, the more directly you can 
approach and talk to your prospects. 

On the other hand, this advantage 
is offset to a certain extent, as your 
advertising manager indicates, by 
the greater number of special pieces 
necessary and their consequent in- 
crease in cost. 

The only way you can really de- 
cide the matter is to watch your re- 
sults both ways and in this way de- 
termine future action. 

Several companies whose sales pro- 
motion effort we have studied, divide 
up their effort by industries and then 
divide each industry into one or two 
classes as may be necessary—then 
divide each class into three groups: 


(1) current customers; (2) concerns 
that have purchased some time in 
the past but not currently; (3) con- 
cerns that have never purchased. 

When so many divisions are made, 
a letter is usually used either alone 
or with some printed piece in order 
to create the appearance of a per- 
sonal note which usually brings in 
higher returns than any general 
mailing. 

The increased cost of this special- 
ization must be compared with re- 
sults—that is the only way to deter- 
mine future action. 


Austhes "M edium 


We sell a rather wide range of 
products some of which require de- 
tailed instructions. However, we 
have never sent out any instructions 
nor have we used our shipments for 
advertising. 

Are any firms developing anything 
along this line? 

SALES MANAGER. 


Many firms use their shipments 
very actively for advertising and in- 
struction. Practically all firms sell- 
ing complicated equipment or ma- 
terial that must be treated, send in- 
structions either through the mail or 
tied to the shipment. Some firms 
paste the instructions to the boxes 
—others include the instructions in 
the boxes, while a third class in- 
cludes this information on tags at- 
tached to the material or equipment. 

We recently noticed one firm 
using an envelope tag attached to 
each shipment. This tag was ad- 
dressed to the superintendent. The 
envelope tag contained a letter of 
comment and suggestion, a small 
circular on uses of the material and 
a prepaid post card asking if the 
superintendent might not like to 
have their complete catalog and in- 
struction book. 

There are many other ways of 
making the most out of every ship- 


EXTRA SIFTED 
EARLY JUNE 


those four words on a can of peas mean just 
one thing to shopping housewives, finer peas. 


The circulation of BAKERS’ HELPER is extra 


sifted also. 


When you select this publication to 


tell your sales story to bakers, you get sifted 


readers. 


All of these men have a real stake in 


the bakery business and all of them are sincerely 
interested in what BAKERS’ HELPER delivers 
to them fortnightly. 


BAKERS’ HELPER is good enough to sell itself 


without premiums. 


No premiums are used to 


sell BAKERS’ HELPER. That’s part of the 


sifting. 


BAKERS’ HELPER is sold for $2.00 per year 
(26 issues) and must deliver the goods to have 
so many bakers pay for it year after year. That’s 
more of the sifting. 


BAKERS’ HELPER is designed to appeal to 
those 9,118 bakers who, according to latest Cen- 
sus figures do 92.6% of the business reported. 


There is activity, progressiveness—buying power 
All subscription efforts are aimed to obtain bak- 


ers of this caliber as readers, bakers worthy of 


your selling efforts. 


That’s more of the sifting. 


When you consider advertising to bakers, con- 
sider the publication they have read, respected 


and been led by, for almost a half century. 


BAKERSHELPER 
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ment and at the same time obtain- 
ing good will for your firm. 


7. i> a 


Simplicity in Advertising 

We are engaged in a discussion 
here as to whether we are talking 
over the heads of our customers. 
One side believes that we should be 
talking about savings from our 
equipment, while the other side 
thinks this is the second or third 
step and that a great many prospec- 
tive customers do not even under- 
ane what the equipment is used 
or. 

Have you had any recent cases of 
this kind? Have you any sugges- 
tions? 

ADVERTISING MANAGER. 


It is very easy to make the mis- 
take of talking over the heads of 
your customers. If you are so 
steeped in your subject that you 
believe that everyone else knows all 
about it, when, as a matter of 
fact, they may not have the slightest 
idea, then an advertisement which 
might insult your intelligence is quite 
frequently required. Thus you en- 
large upon the understanding of one 
who does not think he is remotely 
interested and it will probably be to 
your advantage. 

To feature profits and savings is 
always one of the best methods but 
we must also bring in a preliminary 
step or two as to just when and how 
the equipment or material is used. 
Often times this can be handled in 
a side box in small type without de- 
tracting from your main theme. 


~ ¥ 


What Does It Cost to 
Handle Advertising? 


A number of articles, folders and 
other information have been pub- 
lished from time to time indicating 
the relation of the advertising budget 
to sales volume and indicating how 
the advertising appropriation is 
spent. 

On account of the fact that some 
manufacturers have advertising de- 
partments — some advertising de- 
partments and agencies—and some 
only agencies, and on account of the 
apparently great variance in ac- 
counting methods, I still do not have 
a clear idea of what it should cost 
the average concern to handle a rea- 
sonable industrial advertising cam- 
paign. Is there any new information 
published on this subject? 


ADVERTISING MANAGER. 


We do not blame you for finding it 
difficult to secure a guide as to the 
percentage for handling advertising 
compared with total cost of advertis- 
ing by those who sell to industry. It 
is probable that there is a very wide 
difference in the percentage relation- 
ship because there is a wide range 
in the kind of work handled. 

Naturally it would cost very much 
less to handle a large space campaign 
in which most all of the advertise- 
ments were the same compared with 
the cost of handling a direct mail 
and sales promotion program in 
which a number of fields were cov- 
ered and different advertisements 
and campaigns were necessary for a 
number of fields. No doubt you ap- 
preciate this but are still working for 
some type of precedent for compari- 
son with your own costs. 

The 1932 survey of industrial ad- 
vertising budgets made by G. W. Mor- 
rison, publicity manager, Ingersoll- 
Rand Company, and J. N. McDonald, 
advertising manager, Anaconda Cop- 
per Mining Company, showed a 
range of from 5.05 per cent to 17.50 
per cent among the larger appropria- 
tions and a range of 7.27 per cent to 
15.67 per cent among the smaller ap- 
propriations, with an average of 
about 9.74 per cent for the 160 com- 
panies reporting. 

In December, 1934, a survey spon- 
sored by the Engineering Advertis- 
ers’ Association and _ distributed 


‘| through the National Industrial Ad- 


vertisers Association showed an in- 
crease in the average administrative 
expense as follows: 


1929—177 companies— 9.00 per cent. 
1931—165 companies— 9.29 per cent. 
1932—160 companies— 9.74 per cent. 
1934— 79 companies—12.45 per cent. 


From this picture you can see how 
the percentage for administrative ex- 
pense increased as appropriations 
were reduced. 

However, in the 1934 survey, if the 
companies not charging administra- 
tive expense to advertising were 


thrown out, the average percentage 
rises to 17.25 per cent. 

I am not sure that this will be of 
very great help to you, as I rather 
believe the reporting companies have 
not charged in everything that might 
be considered administrative  ex- 
pense. For instance, many of these 
companies have agencies that are 
charging 15 per cent for space adver- 
tising up to 20 per cent for direct 
mail advertising. If they also main- 
tain advertising departments, their 
expense will at least be from five to 
ten per cent depending upon how 
much work is done in their own de- 
partment. This would be further in- 
creased if rent were included as is 
the case in some companies. 

The National Industrial Advertis- 
ers Association is studying this mat- 
ter further and no doubt more accu- 
rate information will be tabulated 
in the future that may be of greater 
help to you in determining whether 
or not your own costs are in line. 


Industrial 
expositions 


May 6-8. Master Boiler Makers’ As- 
sociation, Chicago. A. Stiglmeier, 29 
Parkwood St., Albany, N. Y. 


May 6-10. Water Works Manu- 
facturers Association, Netherland- 
Plaza Hotel, Cincinnati, O. John A. 
Kienle, 60 East 42nd St., New York. 


May 6-10. American Water Works 
Association, Cincinnati, O. B. C. 
Little, 29 West 39th St., New York. 

May 22. Porcelain Enamel Insti- 
tute, Cleveland, O. K. Groener, 612 
N. Michigan Ave., Chicago. 


May 20-21. Annual Convention 
Heating, Piping & Air Conditioning 
Contractors National Association, Ho- 
tel Gibson, Cincinnati. 


May 20-23. National Association 
Purchasing Agents and Information 
Show, New York. G. A. Renard, 11 
Park Place, New York. 


June 4-6. National Warm Air 
Heating and Air Conditioning Asso- 
ciation at Deshler-Wallich Hotel, 


Columbus, O. Allen W. Williams, 
managing director, 50 Broad St., 
Columbus, O. 


June 24-28. 38th Annual Meeting 
American Society for Testing Mate- 


rials, Book-Cadillac Hotel, Detroit, 
Mich. 
June 24-28. Great Lakes Power 


Show and Mechanical Exposition, 
Buffalo, Cleveland, Detroit. Ernest 
H. Smith, 3910 Carnegie Ave., Cleve- 
land, O. 


July 1-3. Institute of Radio En- 
gineers, Detroit, Mich. 


Aug. 26-30. National Association 
of Power Engineers, Pittsburgh, Pa. 


Sept. 10-21. National Machine 
Tool Builders Association, Cleveland, 
oO. 


Sept. 18-21. National Industrial 
Advertisers Association, Pittsburgh, 
Pa. D. C. Grove, Blaw-Knox Co., 
Blawnox, Pa., general chairman. 


Sept. 30-Oct. 4. American Society 
of Metals, Chicago. W. Eisenman, 
7016 Euclid Ave., Cleveland, O. 


N. 1. A. A. Has 


Four New Directors 


Gregory H. Starbuck, president, 
National Industrial Advertisers As- 
sociation, has announced the appoint- 
ment of four new directors by the 
Executive Committee. 

Roger Poor, Hygrade Sylvania 
Corporation, Salem, Mass., formerly 
a director representing members-at- 
large, is now a director representing 
the newly formed Boston chapter. 
Edward S. Lawson has been ap- 
pointed as second director of the 
Boston chapter. 

Theodore Marvin, advertising man- 
ager, Hercules Powder Company, 
Wilmington, Del., has been ap- 
pointed to succeed Mr. Poor as a di- 
rector at large and J. H. Ashburne, 
Jr., advertising manager, Buhl 
Stamping Company, Detroit, Mich., 
has been advanced to a similar post 
to succeed Mr. Ramsey who has re- 
cently transferred to Pittsburgh. 


McDonough Favors 
Series of Studies 
As T.P.A. Program 


New York, May 2.— Following a 
year of expanding interest in the or- 
ganization’s activities, the Technical 
Publicity Associa- 
tion plans further 
elaboration of its 
program and an 
enlargement in its 
membership d ur- 
ing the coming 
year. 

At the last 

meeting, Charles 
McDonough, Com- 
bustion Engineer- 
ing Company, was 
elected president 
to succeed Samuel Chas. McDonough 
L. Meulendyke, 
Marschalk & Pratt, Inc. Robert L. 
Ware, Western Electric Company, 
was elected first vice-president, and 
R. W. Denman, Troy Laundry Ma- 
chinery Co., second vice-president. 
E. S. Pattison, G. M. Basford Com- 
pany, was made secretary-treasurer, 
succeeding Walter F. Mulhall, of the 
G. M. Basford Company. 


Organization 30 Years Old 


Four directors elected are Mr. 
Meulendyke; Leon H. A. Weaver, 
Superheater Company; Judd Payne, 
Associated Business Papers; and C. 
L. Cain, Oil € Gas Journal. Mr. Ware 
will be in charge of programs. 


“As the new president of the as- 
sociation,” said Mr. McDonough in a 
statement to CrLass & INDUSTRIAL 
MARKETING, “I cannot help but be im- 
pressed by the fact that the T.P.A. 
has been in continuous existence for 
30 years and that an association 
which has had such a record must 
be inherently sound in its basic pur- 
pose and the traditional procedures 
it has developed. 


“Therefore, I see no point in en- 
deavoring during the one-year term 
of my office to bring about changes 
in the major policies and procedures 
that have so satisfactorily guided 
the organization thus far. 


Annual Outing June 6 


“There are always a_ sufficient 
number of interesting and worth- 
while studies which lend themselves 
to committee activity to make it pos- 
sible for virtually all members at 
some time during the season to have 
a part in the organization’s affairs. 
It will be my purpose to initiate and 
encourage such activity.” 

The annual outing and golf tourna- 
ment is scheduled for June 6 at 
Tamarack Country Club. Judd Payne 
is general chairman. Members of the 
committee, which will have _ sub- 
committees on transportation, prizes, 
entertainment, etc., are Thomas 
Treadwell, Architectural Record; 
Karl Mann, Case-Shepperd - Mann 
Publishing Corporation; R. Davison, 
New Jersey Zinc Co.; Mr. Mulhall 
and Mr. Cain. 


A PRO S : E R oO U Ss 
BUSINESS ATTRACTS 


@ Due to the present activity and the bright 
future outlook for the automatic heat and 
air conditioning industry aggressive mer- 
chants in other lines are constantly taking 
on the sale of this equipment. These men 
are brought L geen .- merchandising 
information and news of the industry om 
month by AUT! TOMATIC HEAT and AIR C 
DITIONING. Through this publication pad 
can you get your sales story before the 
entire o>. © A presentation, ‘The Auto- 
matic at and Air Conditioning Market,” 
has recently been completed. It gives data 
on the present and future market and meth- 
ods of selling this market. Write for your 


copy today—no obligation. 
Automatic Heat 


Air Conditioning 
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ADVERTISING AGE 


Letterpress 


Versus 


Lithography—Each 
Has Its Advantages 


By T. H. 


ABNEY 


Advertising Dept., Kearney & Trecker Corporation, Milwaukee, Wis. 


WO of our catalogs on standard 
T machines had to be reprinted. 

Catalog No. 1 was a 20-page vol- 
ume containing over 25 halftones 
and zincs. These cuts were not 
large, so there was a great deal of 
copy which would have to be reset. 
We had all the cuts used in the 
original catalog. 

Catalog No. 2 contained 24 pages 
filled largely with halftones and line 
drawings. The copy was brief when 
compared to the other catalog. Eight 
of the large halftones used in the 
original printing had been damaged 
beyond further use. If this catalog 
was to be reprinted by letterpress 
these halftones would have to be 
remade. 

Which would be the most econom- 
ical way to reproduce the books? 

If they were reprinted by letter- 
press all type would have to be re- 
set and new cuts made for catalog 
No. 2. By the offset method we 
could use an original catalog for 
photographing the type setup and 
either use proofs of the halftones 
or shoot from the original photo- 
graphs. 

Enamel Stock Used 


Both catalogs were previously 
printed on 100 lb. Artisan enamel 
and the work was high grade in 
every respect. We needed only 
1,500 copies of the 20-page catalog, 
and 2,500 copies of the 24-page cata- 
log. Therefore we didn’t feel justi- 
fied in spending too much on these 
reprints. We wanted to cut the cost 
to the minimum without sacrificing 
quality. 


We thought first of planograph as 
an inexpensive method of reproduc- 
tion, but our copy was not suitable, 
because our illustrations lacked con- 
trast. In the halftones light grays 
blended into darger grays, and also 
there were small levers, bearings in 
side the column and other features 
which, while in the background, 
should be distinctly shown. 

We decided to get prices of letter- 
press and offset. When the prices 
came in the letterpress price was 
$43 cheaper than offset for catalog 
No. 1, for which we had all the cuts. 
For catalog No. 2 the letterpress 
price, including the eight halftones 
needed, was $75 more than for off- 
set. The cost of the engravings was 
about $90. 


Low Bidders Get Jobs 


In each case we chose the low 
price, the 20-page catalog going to 
the letterpress printer and the 24- 
page catalog to the offset printer. 

We were surprised to find that 
if you have all the plates you can 
have type reset and the job re- 
printed on the letterpress cheaper 
than it can be done by offset. The 
difference is largely in composing 
time. With a new catalog the com- 
positor has to count characters, fig- 
ure the number of lines and spaces 
and juggle them to fit the space. 
With the reprint, all he has to do is 
copy word for word, space for space 
and line for line. Thus he can set 
the job in a fraction of the original 
time. 

There is always the matter of de- 
tail. Offset printers can, and do, 
produce many high quality jobs, 
but they do not get the sharpness 
of detail which can be obtained by 
letterpress. And you cannot use en- 
amel stock when printing by offset. 


Must Reflect Quality 


Maybe high finish enamel is not 
necessary, but we like the richness 
and fine tone values we get through 
letterpress printing on this stock. 
We ask $3,000 and up for one of our 
machines and our catalogs must cre- 
ate an atmosphere of quality. And 
every minor detail of the machine 


must be clearly shown in the illus- 
tration. 

However, with all this in mind we 
gave the second catalog to the off- 
set printer. We furnished him with 
the retouched photographs and he 
took the type and line illustrations 
from the previous catalog. 

He did a commendable job, con- 
sidering that the photographs he had 
to work with were not retouched 
especially for offset printing. For 
paper, we chose a dull enamel which 
was satisfactory to him. 

Our experience with production of 
sales promotion material indicates 
that there is no definite formula as 
to the process to be used. Advan- 
tages and limitations of both meth- 
ods must be carefully considered be- 
fore an intelligent conclusion can be 
reached. 

At times some added advantage 
may be secured by using one or the 
other method. Sometimes when a 
specified amount of money is avail- 
able for a job, the budget may cover 
costs of plates and letterpress in one 
or even two colors. By using off- 
set, it may be possible to get three 
or four colors for the same amount. 
Generalities are dangerous, however, 
and each job demands analysis. 


RUST- PROOF 
TALKS VALUE 
OF PUBLICITY 


Detroit, Mich., May 2.—An appeal, 
endeavoring to point out the sales 
and advertising values of the Parker 
processes as well as their many in- 
dividual adaptations, is the nucleus 
of a publication campaign recently 
launched by Parker Rust-Proof Com- 
pany under the direction of Fred M. 
Randall Company, agency in charge. 

The two principal processes fea- 
tured in the current drive are: 
Bonderizing, a process producing a 
phosphate coating bond on sheet 
metal surfaces as a base for enamel 
or lacquer finishes; and Parkerizing, 
a process producing a satisfactory 
finish of itself on mechanical parts 
not requiring paint, enamel or lac- 
quer for appearance. 

General magazines, The Saturday 
Evening Post and Colliers, have 
been included in the schedule in an 
effort to educate the public on the 
value and reasons for Bonderizing 
and Parkerizing, and to urge it to 
specify products that have been so 
processed. In addition, the schedule 
includes Automotive Industries, Elec- 
tric Refrigeration News, The Iron 
Age, Metal Cleaning and Finishing, 
Motor, Product Engineering, and 
8. A. E. Journal. 

Since Parkerizing was first intro- 
duced as a commercially practical 
process, the company points out, it 
has been persistently advertised to 
both industrial users and the public 
that it ultimately benefits. 


Employs Wide Program 

In addition, officials add, the proc- 
ess has been a subject of scientific 
bulletins, technical addresses and 
class-room instruction. With this 
in mind, and with the current cam- 
paign more extensive than ever be- 
fore, they contend, manufacturers 
who use it as a sales feature in 
advertising, catalogs and other liter- 
ature are therefore appealing to in- 
formed buyers who are aware of its 
value. 

Like Parkerizing, Bonderizing also 
ig treated as something which gives 
the product another vital talking 
point, an extra selling feature that 


has the greatest possible appeal 
from the consumer standpoint. 

“The use of Bonderizing provides 
a quality appeal—an added value 
that is convincing evidence of care- 
ful manufacturing in all operations 
as well as finishing,” the company 
states. “It is one of those extra 
sales arguments that influences 
thoughtful buyers in the purchase 
of the more expensive units of 
equipment that will require extra 
protection in order to maintain ap- 
pearance and to avoid frequent re- 
conditioning. 

“Naturally, many manufacturers 
take advantage of the sales and ad- 
vertising value of a quality of such 
far-reaching effect and include men- 
tion of it in their sales demonstra- 
tions and printed literature, telling 
users everywhere what Bonderizing 
means to them in terms of increased 
utility, value and durability. Bond- 
erite users tie in with the extensive 
national advertising that has been 
used to create public acceptance for 
this process which contributes so 
much to product improvement.” 

Copy mentions a new book, avail- 
able to interested manufacturers 
and technical men, showing the re- 
sults of scientific tests, with charts 
and enlarged photographs illustrat- 
ing the effects of rust under varying 
conditions, and the protection af- 
forded by Bonderizing. 


EFFECTIVE TIE-UP 


EMBOSSING DIES MADE BY ® 
- s 


a + 
Ane PRODUCED BY MEN OF 


The small section in the lower right 
hand corner of this page and those 
that made up a series for Dickey- 
Grabler, Cleveland, O., was re- 
produced on gummed paper and 
used on letters and invoices as an 
effective tie-up to the industrial 
paper campaign. John C. Ste- 
phan handles the account. 


Davey Launches 
Campaign After 
Lapse of 3 Years 


Cleveland, O., May 2.—The Davey 
Compressor Company, Inc., Kent, O., 
has resumed advertising after a 
lapse of three years. Industrial pub- 
lication copy and direct mail will be 
used to push the company’s com- 
pressor units which are built light 
enough for any standard motor 
truck. 


Power is furnished by the truck 
motor through the featured “Davey 
Power Take-Off” unit which trans- 
mits full power to the compressor. 
Speed and convenience will be 
highly stressed to utility companies 
and other large users of this type 
of equipment. 


Head of the company is Martin L. 
Davey, governor of Ohio. Paul H. 
Davey, vice president and general 
manager, reports an increase in 
sales with the future outlook still 
more encouraging. First copy is 
appearing in a May issue of En- 
gineering News-Record. 

Paul Teas, Inc., has served the ac- 
count since the company started ads 
vertising in 1930. 


500 Industrial Advertising Men 
March Toward 


Profitable Cooperation! 


Here is something else the NIAA is undertaking for its members . . . its 
members who include many of the leading industrial advertising executives 


of the country... . 


It is establishing definite classifications of its members. Soon, if you belong 
to the NIAA, you can collaborate with the other advertising men of -_ 
industry, going farther together than you ever could alone. 


These are illustrations of the way the NIAA Membership Classification will 
work: If you promote electrical equipment, join with the other electrical equip- 
ment manufacturers and discuss common problems. If you cultivate steel 
business, pool your promotional interests with other steel manufacturers who 
are confronted with the same questions. And so on through the many in- 
dustrial divisions that the NIAA embraces. 


Two minds are better than one; and twenty minds thinking and cooperating 
together will profit more than five. 


As an industrial advertising man, you belong to the NIAA, and the NIAA 


belongs to you. 


Remember, it is the only association extant devoted ex- 
clusively to the advancement of industrial marketing and advertising. 


We 


want earnest men, men fired with ambition to improve their own efforts and 
the efforts of the whole association. 


You qualify, don’t you? Then write to NIAA Headquarters and put the bur- 
den of proof on us. We'll tell you some interesting and promising things. 


National Industrial Advertisers Association, Inc. 
537 SOUTH DEARBORN STREET, CHICAGO, ILLINOIS 
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REGULAR USE OF 
BUSINESS PAPERS 
OPENS NEW FIELD 


Develop Market for Small 


Dry Cleaning Equipment 


New York, May 


9 


shops, 


new market for equipment. 


Where three years ago there were 
three or four competing ma- 
chines on the market, there is today 
It is sig- 
nificant that the Columbia company, 
one of the pioneers in the field, has 
developed a substantial and growing 


only 


at least a dozen of them. 


business and as the most consistent 


user of advertising in industrial pa- 


pers has risen from obscurity to a 
leading position in the field. 


In planning the advertising of this 


products weve 


-—The success | 
of the Columbia Appliance Corpora- 
tion in marketing a small unit of 
dry cleaning equipment for pressing 
tailors and laundries marks 
another achievement for business pa- 
per advertising and the addition of a 


company, and its sales program at! 
the outset, the foundation for future | 
activity was laid. It was based on) 
a statistical study of markets. This 
study showed that portions of the 
United States offered greatest sales 
opportunities (they were not propor- | 
tionate to population). It laid the 
foundation for establishing sales rep- | 
resentatives and for the building of 
mailing lists. 


Develop Sales Manual 


Salesmen were engaged on a 
straight commission basis. Since the | 
entire industry was new, it became 
necessary to compile a comprehensive | 
|sales manual to educate the new rep- | 
resentatives. At the same time, the | 
manual was put into a form which | 
would make it useful as a sales pres- | 
entation. 

With that end in view, a combina- | 
tion ring binder and portfolio was | 
employed, using a good quality of | 
leather for appearance and durabil- | 
ity, and a three-side zipper closure 
for safeguarding the contents. Pock- 
ets for papers were provided so that 
no separate brief case was necessary. 
Since neither the machine nor a 
model of it could be used, and the | 
prospective customer was utterly un- | 
familiar with this hitherto non-exist- | 
ent type of equipment, the story had | 
to be told completely by means of | 
words and pictures. 

So came into being a costly sales 
manual with photographs, 8x10 and | 
some, larger, folding once to 8x10, as | 
right-hand pages facing multigraphed | 
information and sales points on the) 
left. It was found that the creation | 
ot a logical sales presentation and | 
complete information in impressive | 
form may be credited as a major fac- 
tor in holding the sales force intact | 
through the trying years in which | 
the enterprise was being launched. 


Direct Mail 


Direct mail work was 
promptly and has been maintained | 
ever since. The first lists comprised | 
pressing shops only. Later, laun- | 
dries were added. At the outset copy | 
illustration had to carry the burden | 
of inducing people to process their | 
customers’ work themselves instead | 


Used 


initiated | 


VISUALIZING SPLIT SECOND OPERATION 


Copyright 1935—Rock wood Sprinkler Co. 
Ten views of a high speed motion picture made for the Rockwood 
Sprinkler Company, Worcester, Mass., to show the instantaneous 
action of its sprinkler head under actual conditions. The film is 
being used in sales and engineering work. It was made at a speed 
of 192 frames a second. 


of sending it out to the trade clean- | 
ing factory. The reasons for this 
change were economy, added profits, 
better and quicker work, and com- 
plete control of deliveries. 

A return card was part of each 
mailing piece, and the cards came 
back regularly in heartening volume. 
All inquiries within reach of repre- 
sentatives were forwarded for per- 
sonal calls. All others were handled 
by mail or, if apparently worth the 
effort, contacted through special trips. 

While the mailing lists were being 
built, a fully descriptive booklet was 
prepared for handling inquiries that 
could not be followed up with an im- 
mediate personal call, and to be left 
with prospects after a call if impos- 
sible to close the sale at that time. 


helped to sell 


T HERE just isn’t any sub- 
stitute for experience, and 
when it comes to industrial 
advertising service, lack of ex- 
perience is sure to mean lack 
of adequate returns on the ad- 
vertising investment. 


Through our work for more 
than 30 regular clients, we 
have learned much in a wide 
variety of fields — and about 
the selling of many products 
—500 of them are produced 
and sold by our clients. 


Wheat Investigation Showed 


Investigation showed that with 
few exceptions, printed matter reach- 
ing tailors and pressing shops was 
not marked by the highest standards 
of artistic and mechanical excellence, 
nor was it generally sufficiently clear 
and direct in its text to be grasped 
readily by small business people of 
not more than average education. 
This fact led to the policy of making 
the Columbia Cleaner book striking 


By looking through this list, an 
executive interested in finding 
an industrial agency, ready- 
made to help him quickly, 
could mighty soon tell whether 
or not this is the agency he 


and physically attractive by the use 
of black and two colors—orange to' 


wants. 


|lumbia 


show up the copper portions of the 
equipment and silver as a decorative 
feature. An unconventional layout 
was developed and clear, logical text 
that was easy to understand yet bear- 
ing no indication of “writing down 
to” or patronizingly approaching the 
audience. 
While the sales machinery, the 
sales manual and the direct mail 
work all contributed materially to 
the progress made in selling this 
equipment, the business paper adver- 
tising has been an essential power. 
From the very beginning of the busi- 
ness, leading papers in the dry clean- 
ing and laundry fields were used, 
double page spreads and never less 
than full pages, always in black and 
orange, the latter to show the copper 
portions of the equipment and in- 
cidentally to strengthen the display. 


Evolution of Copy 


As with the mail advertising while 
the industry was new, copy was de- 
signed to sell prospects the idea of 


doing their own dry cleaning. As 
this idea grew roots and other ma- 
chines came into the market, more 


and more emphasis was placed on the 
advantages of dry cleaning with Co- 
equipment. Close contact 
with the sales department made it 


We'll gladly arrange an oppor- 
tunity with this end in view— 
without imposing any obliga- 
tion to go farther. 


0. S. TYSON 


AND COMPANY, Ine. 
CLASS & INDUSTRIAL 
ADVERTISING 


EFFECTIVE IN SELLING CLEANERS' EQUIPMENT 


Creation of a logical sales presentation and complete information 
in impressive form is credited as a major factor in building the 
sales of equipment made by Columbia Appliance Corporation 


atitiite to sense the changing sales 
resistances and thus to keep the copy 
in tune with the requirements of the 
day. 

Publications now being used are 
Laundry Age, Laundrymen’s Guide, 
National Cleaner and Dyer, and 
Starchroom & Laundry Journal. 
Full pages in two colors are used 
regularly, each advertisement carry- 
ing a keyed coupon. The shortness 
of the list, the consequently limited 
appropriation required, and_ the 
growth of the business in spite of 
these limitations have reinforced the 
faith of everybody concerned in the 
power of business paper advertising 
—especially when it is closely coor- 
dinated with sales and other promo- 
tional activities and when the copy 
appeal is aimed accurately at known 
targets. 


Hooper Tells E. 1. A. 


Value of Research 
C. E. Hooper, president of Clark- 


Hooper, Inc., New York, told the 
Eastern Industrial Advertisers, 
April 12 about the research work 


which he has done to learn how 
much people remember of advertis- 
ing pages which they read. 

“This new development in adver- 
tising research,” said Mr. Hooper, 
“has already had a profound influ- 
ence on the advertising of many 
companies with national distribution. 

“It has made it possible for them 
to get more profitable returns from 
their advertising in magazines and 
newspapers through proper distribu- 
tion of attention to the important 
sales points of products.” 

The talk was illustrated with Jan- 
tern slides. 


Will Market New Copper 


Rust-proof Paint Line 


The National Copper Paint Com- 
pany, Chicago, has been formed to 
manufacture and market a line of 
rust-proof paints containing 98.3 per 
cent pure copper. 

National distribution will be 
through mill and hardware supply 
distributors. The company plans 


to locate warehouses in various parts 
of the country and stock them to 
speed up deliveries. 


ROCKWOOD MAKES 
HIGH SPEED FILM 
FOR SALES WORK 


Engineers Also Use Pictures 
in Research Work 


Worcester, Mass., May 2.—Despite 
the excellent field service record of 
the Rockwood sprinkler head as a 
fire extinguishing device, and the 
many laboratory tests made by in- 
surance underwriters, engineers of 
the Rockwood Sprinkler Company 
have recently made use of high speed 
movie technique to establish a pic- 
ture study of the device in action for 
research and sales work. 

The film was taken at the rate of 
192 frames per second, registering 
the fact that it requires only one- 
tenth of a second for the sprinkler 
head to operate from the time heat 
of the proper degree strikes the sol- 
der until water is deluged upon the 
fire. The film enables the sales di- 
vision to graphically present its sales 
story, which J. J. Ryan, advertising 
manager, declares is now possible for 
the first time by any sprinkler manu- 
facturer. 

The pictures are especially inter- 
esting and fascinating, he stated, be- 
cause there has always been consid- 
erable curiosity as to just the exact 
manner in which the unit functioned 
inasmuch as it could not be seen by 
the naked eye. 


Has Four-fold Value 


Mr. Ryan considers the film to be 
four-fold in its value, in these re- 
spects: 

1. They are of definite value to 
Rockwood engineers as a laboratory 
study showing the functioning of a 
sprinkler head—which is too fast to 
follow with the eye. It shows them 
the paths taken by the various link- 
age pieces as they fly apart, as the 
solder melts and is forced out by the 
pressure of water in the sprinkler 
system. It also shows them defi- 
nitely the uniform distribution of 
the water and indicates the speed 
with which the head operated. 

2. It provides an interesting sec- 
tion for an industrial movie that can 
be shown to prospects, fire insurance 
underwriters, fire chiefs, etc. 

3. It provides interesting illustra- 
tions as part of a new booklet on 


sprinkler systems which Rockwood 
is preparing. 
4. Finally, the pictures furnish 


fine illustrations for articles in busi- 
ness papers going to leading factory 
executives, safety engineers, fire 
chiefs, fire insurance officials, ete. 


Chevalier at Cincinnati 


Col. Willard T. Chevalier, pub- 
lisher, Engineering News-Record and 
Construction Methods, will talk to 
the Cincinnati Association of Indus- 
trial Marketers on May 7. His topic 
will be “How Much Advertising.” 


Among the Beneficiaries 
of the U. S.A. 


CONSTRUCTION 
PROGRAM: 


The producers of crushed 
stone, sand and gravel, ce- 
ment, lime, gypsum and allied 
products! They pay $2 per 
year to receive the guidance of 


Rock Products 


CEMEN [=n Ews Fosse 
pe so 330 S. Wells St., Chicago 


Rock Products is the oldest publica- 
tion in its field. as the most sub- 
scribers — at the highest subscription 
price (ABC). For hundreds of issues 
has carried by far the most new goods 
advertising. 


ASK FOR INDUSTRY SURVEY 


: : ‘ : ae ree é Me se : 5 i ore as eo a eae x: Apgiee ; Season. 
Si os r + ip i . y 4 ‘al ile . . 
r r. at fe ———— ee 
, ‘= Ms “% 
cl : . ag 
F es , " ’ af 4 
4 as > 4 es a 
; : : : a. . —_ 
Gor * . a ’ aq 
; *¢ af a ; ¢ 
: tig % : ; pi 
, ah — ma? = : a 
‘ ? - ; 
s , me, ‘eopee 
4 er ame 
* | — ae . 
; ee err 2 , | 
| Uae’ e ’ . P t ™ is 
ee ; : = os é * Le: i * Sse 
eas pote a . ek get * ‘ “ll 
ie : eo a “= , ae SS 
: z F wai ro 2 , = y¥ “ : 
bps 3 } Pan j si eee d % a aa a: 
Rag esk Be eee: ihe . at 
ote Se Pe. he na ee : : 4 A 
Re PM nay Bb ee 
Pee ie che. ae i . ‘ Be Me he ilk : = 
ie tee a’ * . % eee oe 
Sere see et : eee. Ona nee 
hires Pr Ts % a Aa _ : 4 hee eer ehe og He Jee 
Se a ame, oe ae 7 ai : Pa See fveted oa 
a ET ee aie ¥ ; weer... ie, ae a eee 
Pee Re & & & " ROPE 2. elie oe ees See 
He ees at BO a 3 CS Drage Cale oe 
Sone ae ee ome ® ~ ace 
te Seca al OE: Lae ems hes eth Serge ote . 
Dik Sa Nes ie ne es i aes a i. 
ie oe ee ee ; 2 Fis i & . Maa 
ee es peg 5 na Z SS 
amnesic ity a Lege ~, 4 ; 2 ¥ i 7 
eee toe er as . iui a ce | 
een eae eee : J i ” 
en ee a ~~ ae : pe 2 ae 
Stee Sti) cr am ae . ; 2 - - : : 
nen Re i ’ eo : ae 
. 4 +c: ° ’ 2) 5 
Dots ees ieee, ee Mea wy ba i 
ye ‘ - Tn i Li A ? = 
As YS ae 4 A f 7 Si +. 
f au as ,* f zk 2 ‘ = 4 , we. az 
Hy oo ee ees d ay ee an 
ola tones “ete “Py s a rag aa * | _% x 
ey i Hea ox i ae a 
Cr en echo aes 
nee. ers = he oa ty | “ 
Preece, ee DE oe Sas 9 . 4 
ad ng ee ne ee . r; an : . Pd 
te ee , . o. ° ns eae 
i ge ace Ns eC Mie: yy ea ee te Hf >, WMS . 
ate eee ae, © ; pies: ¢ ao ae = 
; xt ~ os vie ad 
he ae Se ney! Bs Ps of oy Sa Reese: a a a ee 
Seg Wiehe veces FP > aly : i pie telat meee . 2 Ma ’ ih he 
Eee oh aT a ey ais BN. | 
: co: Laney 3 & ee an A eae As 
4 > toi aes Boa se 2 : A 8 ep ae 
; pe tat pe ‘“ f . ‘h 
nea ened Suan tte oe vf t 
Sel | ‘ te 3 — ‘Sa 
: aos ea a. ea 
. > a wt eg i, 
~ = a . wares ” ee ant | 
. ee ee oh 
~ se a / 7 x* ie = P ae cuisit EY) ae ‘ 
“Tyee aes “Re dam a z: é , oe ~ 44 FY wv A 
Perea thE by ime a . Ss . 3 ——— sy a “ fe ae * = 
peer eae : "i — Ov Ren a 2 fs cae , 
cee Pe Sie x ® ae ~ “7 Po 
ba his al ~— f ? | praes ‘ ; = : ¥ . wh oe ne “ee . 
“ae a | | de A os 
See seer 
re ae 
7 5 
eer ee 
a ah ae 
a Po 
a ese ; 
Bi Pe 
Wailea mo 
SY an eo. i? 
eRe 8 , 
ce eager 
mn a 
ne MR a 
ii 
- | 
Be aS es } | 
Pree | 
ie ea | 
Bars ees i sastinicts . = —_ —__$__ 
eee 
es ————= 
ck tee ; Bit | | 
ee ; | 
igor ne ake | 
gosh aie 2 " 
i, ei 
Sere ay | 
—== | Be 
| 
} 
—E — | | 
_ pace eas 
7 pe: 2 ae ie. 
i ‘ | me 
ee 5 
e a ae wt ts nee Be 
Ms - ao toe . ~ = 4 —_—_—_—_—_——— 
bs eth ebay are ns oe | e “ oe 
“ sa isn oi OS # a © if os: 
rate: : : -e., he 
_ 1 <a a es | 
—— = | Awe : . ge 
Ca ; we 
eee 1 ao 4S 
. " ; = 's 
on” Philadelphis ; Nap : ZS Fe 4 i ee 
230 Park Ave. Office: ue : ee 
New York. 8701 N. 
N. ¥. Broad St. 
Member A. A. A. A. 
CR a ete a re ae te neem apa ranean ng 
a 
: ® 1037 
- ae Ae ey emer ere Ne ne i tee eee eee Perens pia 8 88 a8 agi Fe lee oer nema iret SM ROE ec Sane ee ic er Steg ay Rig SO eae ee a en eae get ee been eae, 
PEGI he Pee tenia: Bees Se Mae eat Pe Pde Te Cone eee ey eed pra gee a eu ea re ee 4 Porte ets fai SR 6, Si saganlc og a le eee Pere cre a, eee poate pea ae: rae pe: eeemne Nee a peer Pe Sede Oy ree GS Fail aha: Brass radi Bam ch oe A 
fs bia ga 8) ee le oor a Se ee ee ol it hoe ae Ee gee Ws C8 ee aS ee eon aed ect eres Pe ae eeepc arl ety punt Pia oem ARP he Ad fi pa OS, Se ee bah ok lS Rema tga tee iach: omc ae fs cM AT el ie aah ecw ee ae EE sha | | ali, eee 7 
BR I BET Miata gle eee eV iy Ae ae ee OY eee D Se aE a eM em CNN Ayn One el meg ed En, Va ee eR ENE See SEU AE) ertiyly peel Aa AE Sees ee At 


May 6, 1935 


ADVERTISING AGE 


SPACE BUYER'S GUIDE 


A Classified Advertisin 


Section for Industrial, 


Trade and Class Publications 


Baking 


BAKERS’ HELPER 
The Magazine of Bakery Practice & Management 
330 S. Wells St., 


Chicago 
ABC 


See advertisement elsewhere this issue, 


ABP 


Insurance 


THE mATIOns, Peocevpivan-neven 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekiz. life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, 
and surety; The Accident & Health 
accident and heal The Salesman, 
monthly, industrial tite, health and accident. Total 
circulation, over 70,000, covering home offices and 
all_ branches 


BAKERS’ REVIEW 
330 W. 42nd S8t., New York City; Chicago office, 
Chas. B. ell, manager 11 8S. La Salle St. 
Eepaptihed 1898. with 


ef, authoritative articles, 
cise and quickly assimilated form. Complete cov- 
erage—over 30,000—r 


of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemists and practical baker. 


Published monthly on the first. Forms close ten 
days preceding. Type page 4%4x7. Page rate, 12 
times, "$120; ‘half-page, $65; quarter-page, $35. 
Member ¢ ti Audit. 


BAKERS’ WEEKLY 


New York; Chicago office, 360 N. 
‘Published every Saturday. Subscrip- 
8 = Ca | 


45 W. 45th St., 
Michigan Ave. 


used 
; 52 pages within one 
year, $100 a page. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers, Operates completely equipped Experimental 
Bakery and Laboratory in New 
with staff of full time chemists and expert bakers. 
Inquiries savtied regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to 8 or 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Meteblished 1876), published by H. 8. 
Co., 431 Dearborn St., Chicago, Ill. 
journal e voted to the brewing, bottling, malting 
one l industries. Published the fifteenth of each 
Page size, 7x10 inches One 
— ‘one time, $100; 12 times, $70; one- “naif page, 


one time, $60; 12 times, $40; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, ene 
time, $24; 12 times, $1 Advertising 


copy should 
be in publishers’ hands ten days prior to publication 
date if proof is d be if 
ceived five days prior to publication date. 


MODERN BREWERY 


of insurance in 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. B. P., and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices icago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


MIDA’S CRITERION 
INCLUDING BOWNE’S WINES & SPIRITS 

Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago, Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. . Lee W. 
Mida, the son of the original founder, and for many 

present 


years co-publisher with his father, is the 
editor-in-chief. Assisting him are a number the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, {aceding distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
of outstanding retailers. The base 12 page rate 
is $115; half page, 12 times, $70; quarter page, 12 
es, $40. Due te the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment. supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


. 


AMERICAN LUMBERMAN 


431 8S. Dearborn S8t., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of A enterprises. More than 100 paid 
corres| ted in the principal lumber pro- 
= and 7-3 centers supply late happen- 

each week. Special features provide merchan- 
diaing ideas, legislation at Washington, transporta- 
tion matters, markets and news ss lumber- 
~— and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys, 


Milk 


MILK PLANT MONTHLY 
327 S. La Salle St., Chicago. Covers fluid milk 
industry. Read by milk plant owners, executives, 
—. and technical staff, managers, etc. Pub- 
lished the Sth. Forms close 15th, preoories. 
Type pape size, 7%4x10. 2 


Subscription, 
Published monthly by Modern B Inc., 205 B. 
42nd St., New York City. Govers the entire browins ee =. —— a | . & sbzency 4 
and allied industries. A 1 monthly circulation 20th of billi ‘ tine pean Fate, S108 
of over 3,000 Publishing date first of each 4 BB $57: —_ . ro 4 we. ee: 
month. Type page 7x10. Rates, 8 pages within | "@/!-page. quarter-page, es: 
one year, $100; 8 pages total, $114 per page; 4] Page. $85; half-page, $45; alg aad 
come 5 $126 per page, and less than our pages $188 ore wat one jp nme Wg presentatives 
ifs hi ten d y Xy? str ite date cons - 
on ublication : 
pubuishers ade ” Refrigeration 


Coal 


THE BLACK DIAMOND 


A bi-weekly journal reaching all branches of the 
coal industry, panties cic. Mughal ie oot 45 

rs o Poy main 0, an Building; 
branch es. Whitehall Bidg., New York; Room 
417, 22 "event q Its vigorous edi- 
torial Pelicy has made it a pens factor in 
the eee, Size of page, 9x12 inches. Page rate, 
one time, $90; 26 time rate $81; half-page, one 
time, $48; 26 times, $42; quarter-page, one time, 
$26; & times, $22. ev 
Last forms close Tuesday preceding date of issue. 
Sheatetien price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill., is the Official 
Advertising Medium for dental products and has 
the largest paid circulation 4 Mad dental publica- 
tion. Total circulation, 36,7 The Journal is 
issued the first of each Eas ag +g A on first 
of month prior to publication. Type 4%x7 
inches. Yearly rates: One page, $112. oH “halt ts 
$67.15; quarter-page, $42.50; eighth-page, $28. 


ICE AND REFRIGERATION 
435 Waller Ave., 
Singer Bldg. 
by Nickerson & Collins Co. 
journal devoted ° 
particularly covers the following fields: Ice, cold 
storage, pecking Rouse and allied industries. 
the official of 39 national, soetenal 1 a 
state trade as aie ions. It mong plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12- page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 74%xl0% inches. Circulation sworn, 
net paid, 4,855. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than double the volume of its nearest 


competitor. It s the E -— completely 
covering he highway tion and maintenance 
market. 


s $i. 000, 000.0 000" market is now sh 
the Goan recovery. twice-a-week construc- 
tion reports published and sent to the —- 
of Roads and Streets tell the story and sh con- 
struction equipment and material manufacturers 
where this money is being spent. Write for a 
sample copy of these construction reports. Gillette 
te Company, 400 W. Madison St., Chi- 
cago, » 


Seed 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


332 S. La Salle St., Chicago. er of Grain 
Dealers Journal (established 1898): cmerionn Ele- 


vator & Grain Trade _ (established he nogd | Grain 
World (established 1926), and The ice Current- 
Grain Reporter (established 1844). 


Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are recogni as the largest users of 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and sing of grain field seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, —-. Published og 
of month. ee close 1st of month. Type pa, 

7x10. One time page rate, $125: half-page, PTO: 
12-time page, $100; half-page, $60. Agency dis- 
coun Go Leadi 


represent a group directly responsible for 
the spending rot almost a Ditto ‘dollars yearly. Mem- 
b A. rite for Audit Bu- 


SEED WORLD 

325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. ed World reader survey 
to be an annual hundred million dollar 
market. le illustration—fungicides na insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. 8S. Denartment of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other iday. Forms close 
Monday preceding. Type page, 7 One-time page 
rate, $110; 26 times, $75. Agency commission, 
15%. Subscription price, $2. Write for sample 
copy, rate card, circulation statement and copy 
survey. Publish also annually Seed Trade Buyers’ 
Guide and Directory. 


shows this 


Telephone 


TELEPHONY 


jon, 608 S. Dearborn St., Chi- 
Publishing toe at rs Contains the  tele- 


ubscription, $3 per year. 
lation, 5,815, divided: 
pendent companies, 
= entitled to complimentary 
Directory, containing complete list "of telephone ex- 


reau of Circulations’* statement. John Willy, Ine., changes and buyers of material. Advertising rates, 

publisher sample copy and breakdown circulation statement on 
request. 

Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 53 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 

preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. 
time page rate, $126; 48-page rate, $96; 

rate, No Subscription price, 
$2. ° Distribution, 7,488 copies monthly, of which 
85% are South. Reaches ee and 
officials of South’s important industrial, 
financial, public utility, ga and construc- 
tion enterprises, as well as public officials, archi- 
tects, capone, contractors — others 

ae St the South’s impor 

60,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
ae Member A, B. C. Branch offices: New York, 
cago. 


Business Papers 
on Railroad List 


Business papers will play an im- 
portant part in the $450,000 cooper- 
ative advertising campaign launched 
by Western railroads through 
Reincke-Ellis-Younggreen & Finn, 
Chicago agency. 

Railway Age and Traffic World 
will be used to merchandise the cam- 
paign by enlisting support of rail- 
road men. General business papers 
on the schedule include Business 
Week, Forbes’ Magazine, and Na- 
tion’s Business. 


ROLL-A-PLANE 
FILM CREATES 
ENTHUSIASM 


Chicago, May 2.—Unusual enthu- 
siasm was registered at the Engi- 
neering Advertisers’ Association’s 
meeting last month when Howard F. 
Barrows, advertising manager, Aus- 
tin-Western Road Machinery Com- 
pany, showed the new talkie movie 
presenting the Austin Roll-A-Plane. 

The film is unique inasmuch as it 
is five per cent cartoon with music, 
70 per cent animated drawings and 
25 per cent photography. It was 
originally created for use at the road 
show early this year, and since has 
been released to the sales depart- 
ment, which uses it to visualize the 
action of the new equipment to state 
highway department officials and 
others. 

The Roll-A-Plane has a third roller 
in between the two usual roller sur- 
faces of the machine, the function 
of which is to distribute and force 
excess materials into the low areas, 


ILLUSTRATING THE AUTOMATIC TRANSFERENCE OF WEIGHT ON ROLLS } 
WHEN PAVEMENT IRREGULARITIES ARE ENCOUNTERED 


@ AS A CONVENTIONAL ROLLER 


@ReEoucinG a BUMP 


Typical illustrations from the animated drawing section of Austin- 

Western Road Machinery Company's talkie movie for its new Roll-A- 

Plane. As the pressure under the several rollers varies the distribu- 

tion is registered in larger or smaller percentage figures. Approxi- 

mately 10,000 dfferent aay: Paty required to produce this part 
of the film. 


thus creating a finished pavement 
more dense and evenly compacted 
and assuring a smooth even surface 
without rolls or waves. 

The action of the center roll is too 
delicate, in a sense, to be observed 
in the usual movie shot and for that 
reason the functioning of the roll 
was illustrated and emphasized by 
the use of animated drawings. The 
reel takes ten and a half minutes to 
run, the film having been taken at 
24 frames per second. Approximate- 
ly 10,000 drawing changes were nec- 


essary to produce the animated sec- 
tion. 

The company has six prints of the 
film which will operate in any stand- 
ard 16-mm. sound projector, which 
salesmen rent from dealers in the 
cities where they wish to show the 
picture. One machine is kept ready 
for showing at the home office at 
Aurora, II. 

The sales department is enthusi- 
astic over the film for the way in 
which it enables them to register 
the sales features of the machine. 


"WHAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take the CONSTRUCTION INDUSTRY 


ONTRACTORS are a varied lot of people! 
» They range from the illiterate Italian whe 
started as a mucker to the college - trained 


engineer. 


Some of them read very little and are influ- 
enced more by pictures and by the magic fact 
that friend Bill has bought your product than 
by any amount of money-saving gadgets. Others 
buy carefully on the basis of proven service. 


For 15 years we have watched the contractor 
and sold him. We have seen him change from 
a specialist to a generalist, from a road or build- 
ing contractor to a contractor of all work. 


entertainment. 


We have seen how he buys shovels and cranes 
and signs away $50,000 after an evening’s hot 


We have seen him quibble 


about the gaskets on a pump. We have seen 
him buy pavers, locomotives, road forms, black 


top.pavers, concrete mixers and materials. We 
know his every quirk and there are many. 


We know the difference it makes when you are 
selling a product that must have official Fed- 


eral and State Department sanction. We know 


that all Highway Department Officials do not 
have the say and we know which ones do and 
which ones don’t. We know, for instance, that 
the Highway Department set-up of Kentucky is 


different from that of any other state and we 


buyers. 


know why and what to do to reach the real 


Throughout the length and breadth of the 
country we have a broad contact and friendship 
with agents and distributors of all classes. Wat- 
son Harmon of Harmon-Hodge-Hammond, Fred 
Schoen of Pacific Hoist and Derrick, Carl Bor- 
chert of Borchert-Ingersoll, Gus Lowe of Lowe- 
Hillsman, Ed Bacon of Edward R. Bacon Co. 
—and many more too numerous to mention are 
all friends of ours. 


These and countless other contacts, contrac- 
tors, publications and officials, form a network 
that keeps us always in touch with the situation. 


Our knowledge of how to sell the construc- 
tion industry is not based on the theory of how 
it ought to be done but on the hard-earned ex- 
perience of actually doing it. 


RUSSELL T. GRAY, Ine. 


205 W. Wacker Drive, Chicago, Ill. 


Telephone CENtral 


7750 
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CLASS & INDUSTRIAL MARKETING 


SECTION 


May 6, 1935 


ILLUSTRATIONS 


SHOW SERVICE 


IS WORLD-WIDE 


Boston, Mass., May 2.—Current 
advertising of the Universal Winding 
Company, world’s largest manufac- 
turer of winding machinery, is pro- 


ceeding along three broad divisions, | | 
Edward O. Smith, vice-president and | 


sales manager, told CLass & INDUS- 


TRIAL MARKETING. The campaign now | 
all | 
branches of the textile industry in- | 
strong efforts | 


running is divided among 
cluding particularly 
directed specifically at the cotton and 
rayon divisions. 

“In the cotton field, for example,” 
Mr. Smith said, “we are now running 
a series on our high speed coning 
and warping system—advertisements 
which feature the statements: 25 per 
cent to 75 per cent net return on the 
investment; and ‘in three out of four 
mills, more net return than any com- 
parable system.’” 

The campaign began with quarter- 
pages in textile publications, in 
poster style. Later two of these 
quarter-pages were combined to make 
a half-page, and finally half-pages 
were linked to make up full pages, 
all of them in poster effect. 

In the latest copy directed to this 
field, the poster quarter-pages are 
considerably reduced in size, and 
used as illustrative spots as well as 
in the signature to tie-in the adver- 
tising previously run with the newer 
copy, which is now featuring in- 
creased text matter and detailed 
factual information. 

“Results have proven very good in 
increased quotations made, as well 
as a greater enthusiasm by our sales- 
men in pushing the line,” Mr. Smith 
informed. “The basic sales ideas 
‘more net return in three out of four 
mills, as near as we can judge, 
seems tg be registering with the 
field. 

“In the rayon field,” he continued, 


A CONTRAST IN INDUSTRIAL COPY 


Insle Dept. 8 Sostor 

RSAL Winn Co. 
eetTon 

0 sen eonieine mentions « 


Peerat Comes cee wend fer eetvinge ced Kedting semen 's gerade all exer the 


we Fmt ot LO cine whew conan i cement oon wma, it is dese oe Uarccenal Widder: 


j LT NIVERSAL WINDING COMPANY, Borre 


“ew ee ee ee 


& Ss “ SE ie at @B@oaeron 


The page on the left, made “P of four quarter pages previously run, 
is used in the cotton textile field for Universal Winding Company's 
high speed coning and a pe system, while the beautiful piece of 


work on the right is one o 
field to maintain the comma 


a series of pages directed at the rayon 
nding position now enjoyed by the com- 


pany's cones. 


to 


countries 


agency. 


“the story we wish to impress is that 
Universal cones are used in nine out 
of ten cases where rayon is woven 
or knitted. We tell this story by a 
series of advertisements using photo- 
graphs which bespeak ‘world-wide.’ 
In this field the company already 
dominates the market, and the adver- 
tising is motivated by a desire to 
protect this market. 
ing must be talked about, it must be 
different, and yet convey the message 
to a small number who constitute 
the market.” 
To this end, unusual photographic 
illustrations have been used, in one 
case depicting rayon threads leading 
of the company’s sales 
offices located throughout the world. 
In another case, girls from many 
in native costumes are 
shown drawing threads from a huge 
cone of rayon yarn. 
illustrations were made by Lejaren a 
| Hiller, working with the advertising 
It is interesting to note that 


a few 


This advertis- 


Both of these 


Hot Rivets D 


Bie 


rive Faster 


Advertising pounding on cold or only cas- 
ually interested readers may make a noise 
but it can’t show much speed. Mill & 
Factory alert editorial leadership keeps 
reader interest “hot”... so the power 


of advertising gets results. Try it! 


MILL® FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . . 


- 333 N. Michigan Ave., Chicago 
(B-3108) 


as many as 60 separate photographs 
were necessary in order to make a 
composite group. The theme stressed 
is the world-wide use of Universal 
winders for this application. 
“Announcements of new products,” 
Mr. Smith explained, “are constantly 
being made as developments occur. 
For example, the April Textile World 
carries a 12-page insert in 2 colors 
on colored stock telling about our 
new No. 44 winder, for which we 
have coined the name, ‘Roto-Koner.’ 
“All advertising is merchandised 
to prospects and customers by re- 
prints and letters with specific ap- 
peals. We are also very careful to 
tie-in our sales organization with the 
advertising by advance letters and 


Unless otherwise noted, all 


Industrial Group Pages 

935 1934 
American Architect ...... 22 oe 
American Builder & Build- 

Ee ere 71 2 
American Machinist (bi-w) 239 135 
Architectural Forum ..... 70 38 
| Architectural Record ..... 41 40 
Automotive Industries (w) 71 58 
Bakers’ Helper (bi-w) 88 105 
Brewers Journal ......... 73 98 
Brick & Clay Record...... 12 12 
Bus Transportation ...... 58 53 
Ceramic Industry ........ 24 22 
Chemical & Metalurgical 

TT ae eee 138 90 
RO ere eee 55 47 
Confectioners Journal .... 31 34 
Construction Methods .... 56 46 
DS ctetenhade oo%s 066 06 139 97 
Electrical South .......... 23 17 
Electrical West .......... 24 21 
Electrical World (bi-w).. 91 114 
Engineering & Mining 

PE oo vcsddrwease seas 60 42 
Engineering News-Record 

eer 175 177 
Factory Management & 

ee Tree 130 85 
Food Industries .......... 57 59 
Heating, Piping & Air Con- 

SE Siceseesbeedec 46 30 
Heating & Ventilating 

cence a ps ses 27 19 
ERO TOR AGS CW) ...00008. 255 209 
Machine Design .......... 31 28 
PE: Sedans cnescocees *145 85 
Marine Engineering & 

Shipping Age .......... 34 32 
Mass Transportation ..... 16 8 
RS | eee 82 62 
ee SEE ccoccessecnse 61 52 
National Petroleum News 

Sn stcccetcne cca tesa ae 143 103 
National Provisioner (w). 110 112 
Oil & Gas Journal (w).... 188 144 
The Paper Industry....... 40 38 
Paper Trade Journal ..... 99 95 
Lg Ae 38 33 
, & kerri res 39 30 
TTT Tr CT eee 130 121 
Power Plant Engineering. 71 54 
.. aaa x64 77 
Railway Age (w) ........ 152 165 


APRIL ADVERTISING VOLUME FOR INDUSTRIAL, 
TRADE AND CLASS PAPERS 


publications are monthlies 


Pages 
1935 1934 
Railway Purchases & 

RS eax sataseciees ih 42 34 
Roads & Streets .......... 47 35 
OS |” |” Ae 48 42 
Southern Power Journal.. 34 24 
Pee ee ee 144 122 
Telephone Engineer ...... 21 17 
ra Be eee 145 144 
Waterworks & Sewerage.. 31 15 
Water Works Engineering 

ON rar rr 41 45 
The Wood-Worker ....... 26 25 

WOE sctincadewacdnenns 4,098 3,422 

Trade Group 
American Druggist ....... 89 91 
American Exporter ....... 169 138 
Automobile Topics (w) ... 38 44 
Automobile Trade Journal. 96 100 
Automotive Daily News 

CREEPERS 3 oben er eneccess 30 30 
Boot & Shoe Recorder (w) 180 197 
Building Supply News .... 17 11 
Commercial Car Journal.. 56 33 
Domestic Engineering .... 68 72 
Farm Implement News ... 46 37 
Hardware Age (bi-w) .. 123 129 


Jewelers’ Circular-Keystone 62 §51 
DGD. i ccenweuinns bRene eke o 97 86 
National Grocers Bulletin. 32 24 
Southern Automotive 
Pa ore reer 44 44 
Southern Hardware ...... 53 50 
Re ere 1,200 1,136 
Class Group 
American Funeral Director 46 37 
Dental Survey ........... 81 88 
Hospital Management .... 26 23 
eS eee 27 26 
National Underwriter (w). 138 137 
og” ere 95 102 
Trafic World (wW) ..cescc- 66 107 
ND i004 54 bdGde dens ved 479 494 


*Special automotive issue. 
§Jewelers’ Circular only. 

*+Two special issues. 

xIncludes Metropolitan Section. 
**No issue. 


preprints telling about the current 
sales message as well as furnishing 
them with graphic sales presenta- 
tions for point-of-sale use.” 

The James Thomas Chirurg Com- 
pany, Boston, is the company’s ad- 


vertising counsel. 


AGENCIES 


THAT PLACED 50 PAGES OR MORE 


IN A.B.P. PAPERS DURING 1934 


Agency Pages 

Batten, Barton, Durstine & Os- 
Oe rrr en 1,550 
oN Ee SEP ereEeeeer 1,480 


ee Wc er @ BOM, INC... cvccese 


Campbell-Ewald Co., Inc......... 

PT ME, BID eos s 8 ses eases 727 
Ee EE Mc ches esenacescsere 611 
Fuller & Smith & Ross, Inc..... 607 
Marschaik & Pratt, Inc......... 594 
J. Walter Thompson Company... 547 
i Or OE oc cep receessonees 532 
McCann-Erickson, Inc............ 504 
Geo. J. Kirkgasser & Co......... 389 
The Griswold-Eshleman Co...... 379 
United States Advertising Corp.. 360 
Erwin, Wasey & Co., Inc........ 339 
Smith, Hoffman & Smith, Inc.... 331 
The Powers-House Co........... 313 
Henri, Hurst & McDonald, Inc... 312 
Ketchum, MacLeod & Grove, Inc. 293 


J. Stirling Getchell, Inc.......... 286 
Gardner Advertising Co.......... 283 
mucnraun @& BYOB, INC... ..cccecs 283 
Zoung & Rubicam, Inc..........:; 278 
Newell-Emmett Co., Inc.......... 276 


Blaker Advertising Agency, Inc.. 271 


ne Aitkin-Rymett Co.......ccces 267 
mre mwer. CO, INC.....ss00ss 254 
i PE TMD cc ass crncsees 264 
Ferry-Hanly Adver, Co., Inc..... 254 
Maxon, Incorporated ............ 247 
Richardson, Alley & Richards Co. 243 
MeUNOOIL FT. GRAF, IMC.10..vcscoces 236 
Kenyon & Eckhardt, Inc......... 235 
Reincke-Ellis-Younggreen & 

Oo er eera re a ee ee 227 
Benton & Bowles, Inc............ 221 
nin SWOR, COED. 6. cs ccccccee 217 
Evans Associates, Inc............ 215 
Roche, Williams & Cunnyngham, 

PETC Cer eee eee ee Teed Cee 214 
Wm. B. Akin Company........... 195 
Ee MEO Ess b545 csc ceeneee oes 190 
Sutherland-Abbott .............. 187 
Wm. B. Remington, Inc.......... 183 
Brooke, Smith & French, Inc.... 178 
The Bayless-Kerr Co............ 176 
The MeCoere Co., TNG.i.. ccccccces 175 
Needham, Louis & Brorby, Inc... 175 
Larchar-Horton C6@........scsscie 169 
The Cramer-Krasselt Co......... 162 
TOREIO BABI, BNGiicc occ sccwons 162 
Charles Daniel Frey Co.......... 161 
Geare-Marston, Inc. ............ 167 
Walker & Downing. .......-cc00:. 156 
B. BE. PEREROR, ENG... ccc cccccvcccs 154 
The Lioya H. Hall Co........... 153 
The Albert P. Hill Co., Inc....... 153 
Waynesboro Advertising Agency. 152 
G @. Tesbe B CO, FNS. o6.c02.5 v00% 147 
Witte & BUrGeR...cs svccccccccs. 144 
Doyle, Kitchen & McCormick, Inc. 141 
The Procter & Collier Co., Inc.... 138 
The Jae Th. TIBIR GO... cv ccccccee 136 
McLain Organization, Inc........ 134 
Elmer H. Doe Adver. Agency.... 133 
Evans, Nye & Harmon, Inc....... 129 
Sidener, Van Riper & Keeling, Inc. 123 
Freeze-Vogel-Crawford, Inc..... 122 
Geyer-Cornell Co., Inc........... 120 
Jerome B. Gray & Ce.......000% 120 
De E> BOOMER OO, EMG. ccc ceccss 116 
Meek & Wearstler, Inc.......... 112 
a eS See 110 


Redfield-Johnstone, Inc. 
The Fred M. Randall Co 


Agency Pages 
Gallard Advertising Agency...... 104 
ene W. OGRA GO, TRO....c.00% 104 


Rogers-Gano Advertising Agency 


OE Be, Pika s 96sec ncnaces 104 
Van Sant, Dugdale & Co., Inc 103 
Hanf-Motagmer, ING. ..cccccscecs 102 
Western Adver. Agency, Inc... 101 
Aubrey, Moore & Wallace, Inc... 100 
E. M. Freystadt Associates, Inc. 97 
ee ee GO he cecesseccscccess 97 
MOCtOnnele & BA) wc cccscccssvcse 95 
Blackett-Sample-Hummert, Inc.. 94 
ee Re eee eee 94 
The Reiph HB. Jones Co......6c6. 93 
Pe Br MOCEMOOD DOs ccc ccccccecs 93 
Hutchins Advertising Co., Inc.... 92 
PETOOR WORE, BBs 6c 8060 orcs zves 92 
Kreicker & Meloan, Inc. ........ 88 
Ge BONED: fon ccccceccces 87 
Stack-Goble Advertising Agency. 87 
Tyson-Rumrill Associated ...... 87 
MacManus, John & Adams, Inc... 86 
Bene D. POWSTE TOs os cccrscccece 84 
 , Peer eee ee 82 
Cross & La Beaume, Inc........ 82 
The DEVi8 Peas, INC. .....cscccs 82 
DEO? Gi TRGIe, FERe cic cecccsecs 82 
George FH. Gibson Co... .cccecees 80 
Roland G. E. Ullman, Advertising 80 
Badger & Browning & Hersey, Inc. 79 
MeOMGP MOMOS, TAGs. csicccscccces 79 
The Electrograph Co............ 78 
Bridgeport Advertising Agency... 76 
Te BORG Gs tn ccseccceresacs 76 
Donovan-Armstrong .........+++ 75 
Staake & Schoonmaker Co...... 75 
RGRRS Th. FERTON: bette ccecc cece. 74 
A. Eugene Michel & Staff....... 73 
The Sweeney & James Co....... 73 
es Ws EMVORIM COOP. cecccsccevss 72 
The Caldwell-Baker Co. ........ 71 
Addison Lewis & Associates .... 69 
William Jenkins Advertising ... 69 
ae ere 69 
Holden, McKinney & Clarke, Inc. 68 
Behel and Wal@ie ...cc.cccccece 67 
Federal Adver. Agency, Inc...... 67 
L. W. Ramsey Company ......... 67 
Cc. H. Trapp Adver. Agency...... 67 
Gotham Advertising Co.......... 65 
Marz Opes @ Coe., ING. .......06 65 
Badger & Browning, Inc......... 64 
Hetherington-Watson Co. ....... 64 
Peterson & Kempner ........... 64 
WEOECOE TROGRE sec 6-cccccccccces 63 
Meldrum & Fewsmith, Inc....... 62 
F. J. Low Company, Inc......... 59 
Van Auken-Ragland, Inc........ 58 
Cowan & Dengler, Inc........... 57 


The Fensholt Company 
Fitzgerald Adver. Agency, Inc... 57 


Mitchell Adver. Agency, Inc...... 57 
Anfenger Adver. Agency, Inc.... 53 
George F. Climo, Jr., Adver. 

MEE S650 4 6-865 6 6006 64d 604.0.5 53 
De SEE, BOO. bsccescesedcce 53 
Bs Ws Pe GRUINOOON, COs iwc cosccecaes 53 
Advertising Producers Associated, 

eee TEDL tee wee easensinnsy (Ge 


Ine. 
Oakleigh R. French, Inc, ........ 
Charles M. Sloan Advertising.... 51 
PEAR WENGE, INC. ooo05 cccsccs 
Albert Frank-Guenther Law, Inc. 
Klau-Van Pietersom-Dunlap As- 


GS SI Gr o65.5,.56 0048 50465 08 
PROUOeREMPEI, BBG. 5.6050 evecss ces 


Papers Continue 
To Show Gains 
OverYear Ago 


Chicago, May 2.—Fifty-three pa- 
pers in the industrial classification 
carried a total of 4,098 pages for 
April, a gain of 19.7 per cent over 
the same month in 1934. For the 
first four months of the year, the 
group reported a total of 15,569 
pages for 1935, as against 13,116 
pages for the 1934 period, or an in- 
crease of 11 per cent. 

In the trade group 16 papers for 
whom figures were available showed 
a gain of 64 pages, or 5.6 per cent 
over April, 1934. As a group, they 
reported a total of 4,494 pages for 
the first four months, which was an 
increase of 453 pages over 1934, 
when the total was 4,041 pages, or 
a gain of 11.2 per cent. 

The class group, represented by 
seven publications, carried 15 pages 
less in April, 1935, than in 1934. For 
the first 4 months, they reported a 
total of 1,913 pages this year, as 
against 1,996 for the corresponding 
period last year, a loss of 83 pages. 

The figure for the March, 1935, is- 
sue of Motor was given in the tabu- 
lation last month as 101 pages. The 
correct figure is 110 pages. 


kk 
HIT 


MACHINERY 


Reaches the Plants—which 
are your most important 
customers. 


Reaches the Men—who 
have the SAY in selecting 
and specifying equipment 
and supplies. 

Has the Editorial Ex- 
cellence — which insures 
Reader Interest. 


140-148 LAFAYETTE STREET 


NEW YORK 
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